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Brown Opens Door of Frigidaire; 


_D-F-S Adds Cool $6,000,000 Billing | 


Four-Man Team Sells 
D-F-S Skill in Package 
Marketing, Broadcast Ads 


Dayton, May 16—Dr. Lyndon O. 
Brown, who helped to sell Frigi- 
daire appliances some 20 years 
ago when he was a researcher at 
the old Lord & Thomas shop, today 
was named supervisor of the Frigi- 
daire account group at Dancer- 
Fitzgerald-Sample. 

D-F-S joined the General Motors 
“family of agencies” earlier this 
week when it landed the $6,000,- 
000-plus Frigidaire business. 

The selection of Dancer caught 
some agency and appliance field 
observers by surprise. 

In its search for a_ successor 
to Kudner Agency, Frigidaire 
skipped over agencies with lengthy 
experience in the appliance and 
automotive fields including Ta- 
tham-Laird, Campbell-Ewald and 
Benton & Bowles to select D-F-S, 
with less than one year’s experi- 
ence with Gibson, a minor refrig- 
erator manufacturer. 

The winning presentation was 
put on three weeks ago by a D-F-S 
team composed of H. M. (Mix) 
Dancer, board chairman; Clifford 
J. Fitzgerald, president; Dr. Brown, 


vp and director of media, merchan- 
dising and research, and Tom Mo- 
loney, vp and account executive. 


= “It was just blood, sweat, tears |@ 
and hard work,” commented Dr. || 
Brown. “We did not make an elab- | 
orate presentation. I’m sure others |} 


spent more on their presentations. 


It was just a question of their| 7 


{Frigidaire’s] investigation, 
operation and people. 
“They liked the way we work 
and felt our method of operation— 
(Continued on Page 100) 


Its ‘Vast Bank’ of 
Barter Time to Aid 
Hazel Bishop: C&C 


New York, May 16—Controlling 
interest in Hazel Bishop Inc. has 
been purchased from Raymond 
Spector by C&C Television Corp., 
tv film distributor. 

Under the arrangement, Mr. 
Spector will remain as president 
and chief executive officer of the 
cosmetics company under a five- 
year contract. He has sold all pre- 
ferred and common stock, equal to 
more than 60% of the company, at 

(Continued on Page 8) 


our 


Sir John Aird’s Ghost Laid to Rest... 


Canada Broadcasters 
Hail CBC’s Demotion 


New FCC-Like Body to 
Rule Air; More Stations, 
Possibly Nets Are Seen 


MONTREAL, May 15—Private 
broadcasters in Canada are bub- 
bling over with enthusiasm and 
anticipation as broadcasting in 
this country appears to be enter- 
ing a new era. 

Scores of the more than 300 del- 
egates to the annyal meeting of 
the Canadian Assn. of Radio & 
Television Broadcasters this week 
were talking in terms of a new 


Ciba Proprietary 
Account Goes to 
Doherty, Clifford 


Account Split Among 
McAdams, DCS&S, 
Sudler & Hennessey 


eg _at. J., May 16—Ciba 
Pharmaceutical Products Inc. 
awarded its non-prescription prod- 
ucts advertising today to Doherty, 
_ Clifford, Steers & Shenfield, New 
York. 

Sudler & Hennessey, which han- 


(Continued on Page 8) 


age, free at last from the shackles 
of the Canadian Broadcasting 
Corp. 

Some were talking of new tv 
stations; others were even con- 
ferring about the possibilities of 
radio and tv networks on regional 
bases. Still others, unmindful of 
the troubles of some major U. S. 
networks, were even contemplat- 
ing a second Canada-wide broad- 
casting network. 

Two years ago this would have 
been insanity. What, then, is the 
reason for all this joyous enthusi- 
asm? The answer is in two letters: 
PC. 

For PC represents the Progres- 
sive Conservative Party, which 
during the long years of liber- 
al domination in this country 
staunchly supported the demands 
of private broadcasters fighting to 
rid themselves of CBC control. 


= Now the PC is in power in Can- 
ada, and private operators see the 
dawn of a new day. Even as dele- 
gates sat down to in camera dis- 
cussions, 
throne marking the opening of 
the new Canadian Parliament 
stated outright that the govern- 
ment fully intends to form a sep- 
arate regulatory body—a Cana- 
dian FCC—that will supervise 
the operations of private radio 
and the CBC. 

In other words, the speech 
sounded the death knell for 


(Continued on Page 97) 


the speech from the 


Senate-House Unit 


Saat 
- 


Thinking 
of her... 


New Rate, Pay Hike Bill 
to Be Voted on by Both 
Houses in Next Few Days 


WASHINGTON, May 15—The 
lengthy fight over postal rate ad- 
justment reached an important 
turning point today as representa- 
tives of both houses of Congress 
agreed on a bill which is designed 
to stabilize the postal situation for 
several years. 


‘ o* “ “ 
‘Teegt) a, | pay bill which will be considered 
Ney se, ees = by both houses within the next few 


days would raise about $530,000,- 
FOR THE YOUNG—Personal Products 
Corp. promotes its Teen-Age san- 
itary napkin with a refund offer 
in this color page in the June 
Reader’s Digest. The product was 
introduced a year ago. Young & 
Rubicam, New York, is the agency. 


Office Department annually, but 
this would be partially offset by a 
10% pay hike for postal employes. 

While there have still been rum- 
blings that the net result will be 
unacceptable to the White House, 
the congressional attitude seemed 


Brake on Promotional Efforts 


The Senate-House conferees’ decision to approve sharp increases 
in postal rates could scarcely have come at a worse time. The net ef- 
fect of this bill, if it is approved by the Senate and House and allowed 
to become law by the President, may be to seriously hamper promo- 
tional efforts at a time when promotional efforts are more badly 
needed than at any time in the past 13 years. 

The conferees’ report would raise first class rates to 4¢ for letters, 


rates which would ultimately mean a 100% increase over rates pre- 
vailing in 1951; and it would boost third class to a point 150% above 
the rates of that year. 

The most obvious effect will be to reduce the volume of mail, and 
particularly of business and promotional mail, which is the vast ma- 
jority of all mail. And from that standpoint alone, the bill seems un- 
desirable and unwise at present. 

There is in the conference report only one bit of consolation for 
business men: The policy statement on rate-making procedure which 
earmarks about $260,000,000 of Post Office expenses as public service 
expenditures which are not to be considered in rate making. These 
expenditures include such postal activities as selling bonds, provid- 
ing office facilities for other government agencies, preferred rates for 
non-profit publications, etc. 

Those who have fought for some determination of policy as to 
what activities of the postal service can properly be charged to user's 
of the mails will welcome this policy declaration, even though they 
will not welcome the bill as a whole. 


Last Minute News Flashes 
Liquor Ads Banned in Atlanta, Macon Dailies 


ATLANTA, May 16—A new regulation banning liquor advertising in 
Atlanta and Macon newspapers was announced here suddenly yester- 
day. The announcement was made by Revenue Commissioner T. V. 
Williams, who said no newspaper in Georgia may carry liquor adver- 
tisements if one-third or more of its circulation is in dry counties. The 
newspapers specifically affected are the Atlanta Journal, the Constitu- 
tion and the Macon Telegraph. The commissioner estimated the regula- 
tion will mean a loss of $500,000 per year in income for Atlanta News- 
papers Inc., which publishes the first two papers. Jack Tarver, presi- 
dent of Atlanta Newspapers Inc., said in a statement in the Journal 
that the regulation is “discriminatory” and “vindictive” because his 
newspapers’ reporters had begun “inquiring into the improvement of 
(Mr. Williams’] financial position during the past several years.” 


Youngstown, New England NIAA Units Oppose ISIM 


NEw York, May 16—The Youngstown, O., and New England chapters 
of National Industrial Advertisers Assn. met last night in Youngstown 


convention in St. Louis June 3 to oppose reorganizing NIAA as an In- 
ternational Society for Industrial Marketing. 


(Additional News Flashes on Page 101) 


The combination postal rate and | 


Agrees on Bill 


Designed to Stabilize Postal Setup 


to be that President Eisenhower 
will have to take this bill, or get no 
postal rate bill at all. 


s On an over-all basis, the com- 
promise bill is less drastic than 
the version passed by the House 
last summer or the Senate earlier 
this year. It contains the more 
moderate House rates on first class 
letters, postcards and airmail, and 
the lower Senate rates on periodi- 
cals and direct mail advertising 
matter. 

In addition, it includes an impor- 
tant statement on postal rate mak- 


000 of new revenue for the Post | 


7¢ for airmail and 3¢ for postcards; it would result in second class | 


and Boston, and both voted to instruct their delegates to the national | 


ing policy which identifies about 
$260,000,000 of the Post Office De- 
|partment’s overhead as a public 
|service expense which should be 
charged to the Treasury instead of 
| the Post Office. 

The bookkeeping adjustment au- 
| thorized by the rate making policy 
| statement would be an important 
| factor forestalling a renewal of the 
fight for a 5¢ letter rate since the 
department’s official “deficit” 
would be “reduced” to allow for 
the public service consideration. 


s As it emerges from committee 
next week, the bill will provide for 
a 4¢ rate on first class letters, a 3¢ 
rate for postcards, 7¢ for airmail 
and 5¢ for airmail postcards. If the 
bill becomes law during May, 
| these increases would be effective 
jon July 1. 

The bill also would provide for a 
series of three annual increases on 
| publications beginning Jan. 1, 1959, 
| with each increase amounting to 
| roughly 10% of the existing rate on 
reading portion of publications and 
20% of the existing rate on adver- 
tising portions. The bulk rate for 
direct advertising matter would 
advance to 2¢ on Jan. 1, 1959, and 

(Continued on Page 100) 


Don't Rely on 
Any One Client, 


Houston Warns 


No. 1 Account Should Be 
10% of Billing, Agency 
_ Head Tells Coast Group 


SAN FRANCISCO, May 15—A 
jrough and restless period of fur- 
|ther consolidations, mergers and 
failures lies ahead for advertising 
jagencies, in the opinion of Bryan 
|Houston, board chairman of Bry- 
an Houston Inc., New York. 

Mr. Houston made his predic- 
tion here today before 175 dele- 
|gates to the second annual semi- 
|nar of the Northern California 
council, American Assn. of Ad- 
vertising Agencies, held at the 
Fairmont Hotel. 

“Agencies continue to struggle 
against rising costs and narrowing 
|margins in their own and in their 
'clients’ businesses,” Mr. MHous- 
ton asserted, “and I believe that 
our most productive agencies of a 
few years hence might well be 

(Continued on Page 101) 
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Miami Hotel Men 
Join Forces to 
Trim Ad Budgets 


Hotel Owners Also 
Ban Advertising in 
Miami Newspapers 


MIAMI BEACH, May 14—A “let’s 
wait and see” view is being taken 
of the newly created Miami Beach 
Hotel Conference, an organization 
of 40 owners and operators of 
ocean front hotels. 

“A calamitous season,”’ admitted 
youthful Morris Landsburgh, pres- 
ident of the conference, “brought 
about the formation of this organ- 
ization as a means of solving our 
mutual problems.” 

Mr. Landsburgh, who with his 
associates operates the Casablanca, 
Deauville, Sans Souci, Sherry 
Frontenac and Versailles hotels, is 
never the one to play ostrich. He 
confirmed that last winter’s weath- 
er struck an almost knock-out 
blow where it hurts the most—the 
hotel’s cash register. 

What transpired was a situation 
they don’t want duplicated. The 
major hotels, such as the Fontaine- 
bleau, Eden Roc, Deauville, Caril- 

(Continued on Page 99) 


NEW FROM NOXZEMA—This b&w ne 
eral new products being introduced with the sunburn season by 


Noxzema this summer. Sullivan, 


meron eae 
és ER? j ee 


Famous Noxzema Medication 
Now In Lo 


Solves 4 major skin problems as nothing else can! 


tion Form! 


wspaper ad promotes one of sev- 


Stauffer, Colwell & Bayles, New 


York, is the agency. 


35-Year Study Shows 
How Ads Influence via 
‘Tonnage, Product Age’ 


Boston, May 13—Media mar-| 
kets where the established brands) 


Richard Kerr 


Kerr Gets Presidency; 
Hickerson Tools Up 
for ‘Sizzling ‘60s’ 

New York, May 13—Richard 
Kerr, for the past eight years crea- 
tive head of Lawrence Fertig Co., 
has joined J. M. Hickerson Inc. as 
president and partner in_ the 
agency. Mr. Hickerson becomes 
chairman of the board. 

Before joining Fertig in 1950, Mr. 
Kerr was a copywriter with the 
Benjamin Katz Agency, in Phila- 
delphia, and before that he was an 
advertising consultant for John 
Wanamaker, Philadelphia depart- 
ment store. He served in the 
Marine Corps during World War 
Il. 

The new organizational move is 
described by Mr. Hickerson as “a 
tooling up for the sizzling 1960s.” 
In his new post, Mr. Hickerson 
said, he will concentrate on client 
service, while Mr. Kerr will head 
the creative services of the agency. 

In the fall of 1950 the Hickerson 
agency consolidated with Albert 
Frank-Guenther Law, and Mr. 
Hickerson became president of the 
latter agency (AA, Sept. 18, 1950). 
Two years later, Mr. Hickerson re- 
signed and reestablished his own 
agency (AA, March 3, 1952). 


= During the past few years Mr. 
Kerr has made a name for himself 
as the creator of the series of ad- 
vertisements for National Distillers 
Products Co.’s Old Crow whisky, 
which tied in a number of histori- 
eal characters, including Daniel 
Webster, Washington Irving, Mark 
Twain and others who were fami- 
liar with the brand. + 


|| tive product field. 


are doing the least advertising and 
|hence are “in the most vulnerable 
|position”’ appear to be the best for 
ja new brand entering a competi- 


This is one of the conclusions 
reached by Daniel Starch & Staff 
in a 35-year study to evaluate the 
complex interplay of forces influ- 
encing consumer purchasing. 

Results of the study are pub-| 
lished in the current May-June! 
issue of the Harvard Business Re- 
view under the title, “Do Ad Read-| 
ers Buy the Product?” (The Re-| 
view’s July, 1923, issue first) 
discussed Mr. Starch’s newly de-| 
veloped recognition method for 
measuring the readership of ads. 
He was then a Harvard business 
school faculty member.) 

Other conclusions, based 
studied case histories: 


on 


e “Studies of reader buying clear- 
ly reveal the vast importance of | 


Pinpoint Promotional 
Markets, Starch Says 


, Sheer tonnage of ad-reading im- 
|pressions in the business of build- 
‘ing a high volume of current users. 
Advertisements of two brands 
may, ad for ad, be equally effec- 
tive in selling power; but if one 
brand is reaching people twice as 


|often as the other, it has an enor- 


mous advantage. 


e “These studies indicate that the 
over-all market for a product is 
composed of many smaller ‘pro- 
motional markets’.” 

The many small “promotional 
markets” comprising the over-all 
market for a product can each “be 
most effectively reached only 
through the single medium that 
defines that component market,” 
Mr. Starch says. 

“It would appear that the best 
policy for a new brand entering a 
competitive product field is to use 
media markets where the estab- 
lished brands are doing the least 
advertising, and hence are in the 
most vulnerable position. 

“In other words, from the view- 
point of the large, established 
brand, the newcomer must never 
be allowed to out-advertise the 
leader in any important promo- 
tional market.” + 


New York, May 13—A majority | 
of 688 companies surveyed by the 
|American Management Assn. ex- 
|pect to match or top 1957’s figures 
‘for sales volume and capital ex- 
pansion during this year. 

52.5% of the company presidents 
estimated that sales this year 
would be the same or more than 
in 1957; 47.1% said sales would be 
|dewn, The remainder did not an- 
| swer. 

Regarding capital expansion, 
54.3% of the company heads pre- 
dicted that 1958 figures would be 
the same or higher than last year. 
44.2% forecast a decrease, and 
1.5% did not answer. 


| 


s A large majority (80.5%) said 
advertising and sales promotion 
expenditures would be as large or 
larger than in 1957; 18.8% predict- 
ed dips in promotion budgets, and 
0.7% did not answer. 

About 57% of the companies 
anticipate lower profits this year. 


52% of Companies in Management Assn. 
Study See ‘58 Scles Up; 57% See Dip in Net 


However, 27% of the companies 
said they would make more money 
this year, and 15.6% predicted that 
profits would remain at the 1957 
level. 

Questioned about “additional 
measures you are taking to insure 
a better 1958 than 1957,” 128 com- 
pany heads replied they would em- 
phasize each of the following fac- 
tors: Cost reduction, improved 
marketing or sales effort, better 
planning and oganization and ac- 
celerated research and develop- 
ment of new products. They also 
cited harder work, better quality 
products, expansion and better 
service to customers. + 


BBDO Elects Starkey 

W. M. Starkey has been elected 
a vp of Batten, Barton, Durstine 
& Osborn. With the agency since 
1948, Mr. Starkey is an account 
supervisor in the Los Angeles of- 
fice on the Rexall Drug Co. ac- 
count. 


Burnt Sunbathers 
Targets of Noxzema 


New Products Drive 


BALTIMORE, May 13—The Nox- 
zema Chemical Co. is stepping up 
its advertising campaign this sum- 
mer, including special plans for 
new products slated for the sun- 
bathers’ market: Noxzema_ skin 
cream, Noxzema medicated skin 
lotion, High Noon and Nozain. 

William D. Hunt, director of new 
products development for Nox- 
zema, said newspapers, Sunday 
supplements, tv, radio, outdoor 
posters, point of purchase displays 
and trade publications are includ- 
ed in the campaign. Sullivan, 
Stauffer, Colwell & Bayles, New 
York, is the agency. 

High Noon, a new sun tan lo- 
tion developed by Noxzema, is due 
for a heavy advertising schedule 
in leading metropolitan supple- 
ments during the peak sunbathing 
season. The Perry Como tv show, 
which hits 107 markets, also will 
be used to push High Noon. In 
addition, radio spots are scheduled 
for Florida to coincide with the 
peak seasons there. 


# A plastic bottle and unique 
package has been designed for 
High Noon. It comes equipped 
with a special spout which enables 
the sunbather to pour the lotion 
without removing the cap. 
Nozain, a new medicated, anti- 
septic and anesthetic first aid 
(Continued on Page 34) 


GE’s New Push for 
X-Ray Unit Tells of 
Radiologists’ Work 


MILWAUKEE, May 13—General 
Electric’s x-ray department, which 
has its headquarters here, is going 
to promote its customers in a page 
ad in the May 19 Life and a co- 
ordinated merchandising plan to 
follow it, 

GE x-ray’s primary customer 
group is composed of 4,000 radio- 
logists and the hospitals with 
which many of them are associat- 
ed. The advertisement tells the im- 


|portant role of these little-known 
| specialists in helping to guard the 
| nation’s health. 


The ad copy points out that a 
radiologist is an M.D. with three or 
more postgraduate years of spe- 
cialized training. It also points out 
that radiologists serve in virtually 
every medical field and that their 
interpretation of x-ray films, often 
supplemented by personal exami- 
nation and fluoroscopic observa- 
tions, is an important part of the 
information required by doctors for 
diagnosis. 


a W. R. Petrie, x-ray department 
advertising manager, said the ad 
would be supported by a Life cov- 
er reprint which is to be distributed 
to every radiologist in the U.S. and 
Canada, as well as to the GE x-ray 
sales force. 

All publications in the radiologi- 
cal field also have been alerted 
with stories of the Life promotion. 

The cover of the promotion piece 
on the ad will reproduce one of 
the photos from the Life ad, with 
an inside fold showing seven “epi- 
sodes from a week in the life of 
a radiologist.” Depicted in the 
photos are seven typical situations 
a radiologist encounters. 

Mr. Petrie said General Electric 
has undertaken this kind of indi- 
rect promotion with the idea that 
“some promotional dollars can be 
better invested in promoting your 
customers . . . rather than your- 
self. 


“The key, of course, is to make | 


sure your customers know you are 
trying to be of service to them,” 
he declared. Agency for the x-ray 
department is Klau-Van Pieter- 
som-Dunlap, Milwaukee. # 


Despite Slump, 
Bud Mast Sees 
Growth at C-M 


Business Papers Must 
End Intramural Fights, 
Unite in Battle, He Says 


New York, May 13—B. P. Mast 
Jr. (the “B” is for Burdette, the 
“P” for Pond; so he is generally 
known as Bud), new president of 
Conover-Mast Publications (AA, 
May 12), has no illusions about his ~ 
job. He knows he has “a tough 
row to hoe.” 

But that would be true for any- 
body chosen to succeed the late 
Harvey Conover, who was lost at 
sea in a hurricane in January 
while cruising off the Florida 
coast (AA, Jan. 13). 

Bud Mast, however, faces two 
additional handicaps: (1) His fa- 
ther, one of the founders of the 
company, is 
board chairman; 
(2) and the 
country current- 
ly is in the midst 
of a business re- 
cession. 

Mr. Mast has 
explicit views on 
each of these 
points. 

“Of course, it’s 
not going to be 
easy,” he says. 
“It’s a tremendous challenge. How- 
ever, Harvey and my father built 
a sound organization. We have a 
strong team. Everybody on it has 
had to prove himself repeatedly to 
one of the most capable and hard- 
driving publishers in the business 
paper field. We have an organiza- 

(Continued on Page 79) 


B. P. Mast Jr. 


Warner Captures 
Top Honors in ‘58 
Set-Up Box Contest 


(Picture on Page 64) 

DETROIT, May 14—Capture of 
four top awards by Warner Bros. 
Co., Bridgeport, highlighted the 
National Paper Box Manufacturers 
Assn.’s eighth annual set-up pa- 
per box competition. The awards 
were made at the association’s an- 
nual meeting and Boxarama ex- 
hibit here, May 14-18. 

Warner took awards for Prince 
Matchabelli, Pepperidge Farm, De- 
Jur movie camera and Dictet re- 
corder boxes. 

In all, 79 awards were made— 
25 first, 26 second and 28 honor- 
able mentions—to the winning 
box manufacturers with duplicate 
certificates for the customers. Also, 

(Continued on Page 78) 
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GE sALuTE—General Electric will. 

pay tribute to users of its x-ray 

equipment in this ad, scheduled for 
the May 19 issue of Life. 
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‘Receding Hair Line’ .. . 
Lambert-Feasley 
Gets SSCB Part of 


Warner-Lambert © 


Sullivan, Stauffer to | 


Serve Advertiser in 
Consultant Capacity 


New York, May 14—The prob- 
lem of how to stay profitably in 
business while selling in an ap- 
parently declining market was 
highlighted this week when War- 
ner-Lambert Pharmaceutical Co 
announced the reassignment of its 
Hudnut hair preparations from 
Sullivan, Stauffer, Colwell & Bay- 
les to Lambert & Feasley (a 
wholly-owned-subsidiary)  effec- 
tive Aug. 1. 

SSC&B has had the account, esti- 
mated at around $1,500,000, for 
about a year and a half. The an- 
nouncement said that the agency 
“will continue to serve Warner- 
Lambert as marketing consultant 
on new products as they are de- 
veloped in research.” Main billings 
went for Quick and Pin Quick, al- 
though the transfer includes Light 
& Bright, Rinse-n Set, Creme 
Rinse and Beauty Curl. 

The home permanent field, ac- 
cording to one estimate, was $73,- 
76,000,000 at the retail level last 
year ($44-46,000,000 at manufac- 
tures level), a drop of some 17% 
from 1956 sales and about even 
with 1955. Warner-Lambert has 
claimed an increasing share of the 
business in the market which it 
feels is at best leveling off—if not 
actually slipping. 


® Home permanent business does 
not appear to have kept pace with 
the general acceleration of the cos- 
metics business and some observers 
feel it isn’t going to get better. 
They point to: 


e The growth of the beauty salon 
business since World War II. 


e The better economic status of 
the housewife, main customer for 
a home permanent. 


e Recent hair styles such as the 
pony tail and feathercut, anathema 


(Continued on Page 74) 
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ICE MAGIC—The above advertisement is two pages of an eight-page 

insertion scheduled to run in the August issue of Coronet which 

will promote Whirlpool Corp.’s new line of gas refrigerators. The 
insert also will be used as a direct mail piece. 


Whirlpool, AGA Set 
Joint Push for New 


Gas Refrigerators 


St. JosepH, Micw., May 13— 
Whirlpool Corp. and the American 
Gas Assn. will join in a coopera- 
tive advertising campaign this 
summer and fall to promote Whirl- 
pool’s new line of gas refrigerators. 

The joint push will be touched 
off with a four-color spread in the 
July 12 issue of The Saturday 
Evening Post. The same ad plus a 
b&w page ad will run in the July 
21 issue of Life. Other ads featur- 
ing the gas refrigerators and also 
Whirlpool’s other gas appliances 
will appear in August, September 
and October in American Home, 
Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home 
Journal, McCall’s, Parents’ Maga- 
zine and Sunset Magazine. 

Seven or eight spot commercials 
on “Playhouse 90,” of which 
American Gas Assn. is a co-spon- 
sor, will round off the campaign. 
Kenyon & Eckhardt is Whirlpool’s 
agency; Lennen & Newell handles 
advertising for the American Gas 
Assn. and will place the campaign. 


= Whirlpool’s own push for the 
new line will consist of an eight- 
page insert in the August issue of 
Coronet; a color page ad in the 
Aug. 2-8 issue of TV Guide and 
spots on “The Investigator” (NBC- 
TV). 
(Continued on Page 31) 


Far East Admen Compare Notes: Print Media 
Lead in India, Malaya; Radio in Thailand 


Tokyo, May 13—The first Asi- 
an Advertising Conference was 
held here last month under the 
sponsorship of the Far East divi- 
sion of the International Adver- 
tising Assn. 

The meeting attracted 10 dele- 
gates from Asian countries other 
than Japan. They met with some 
100 Japanese admen. The confer- 
ence was held in conjunction with 
the sixth annual meeting of the 
Advertising Federation of Japan. 

One of the immediate results of 
the conference was the formation 
of a committee charged with the 
responsibility of drafting a charter 
for the establishment of the Asian 
International Advertising Assn. 
On the committee is Hideo Yo- 
shida, president of Dentsu Adver- 
tising and the IAA’s vp for the 
Far East. 


® Toyonobu Domen, president of 
the Ajinomoto Seasoning Mfg. Co. 
a president of the Japanese 
chapter of the IAA, told the con- 
ference that “advertising plays a 
vital role in the economic devel- 
opment of the free world and is 
no longer a matter of mere do- 
mestic concern.” 

Mr. Domen urged the Asian ad- 
men to “seek the elevation of the 


standards of advertising as our 
own problem and through its 
sound development contribute to 
the welfare of all the Asian na- 
tions.” 

Jagan Nath Jaini, chairman of 
the Bombay agency, National Ad- 
vertising Service Private Ltd., 
presented the conference with this 
thumbnail portrait of advertising 
in India, circa 1918: 

“When I entered the advertising 

(Continued on Page 30) 


Yoshida Bari 


ASIAN ADMEN—Posing in this bucolic scene are seven 
participants at Asian Advertising Conference: Hideo 
Yoshida, president of Dentsu; A. A. Bari, manager 
of the Arabic edition of the Reader’s Digest; John 
Weller, manager of Cathay Ltd., Hongkong; Toy- 
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‘End Foolishness ; 
Ads Must Sell, 
Sackheim Urges 


New York, May 13—Offbeat ad- 
vertising was lambasted today by 
Maxwell Sackheim, head of the 
agency bearing his name. 

Mr. Sackheim, an unreconstruct- 
ed mail order adman, told the Pre- 
mium Merchandising Club of New 
York: “Let’s cut out the foolishness 
and put more sell in our advertis- 
ing.” 


Using slides, he showed some 
three dozen ads which he felt 
lacked sales appeal. Examples: 


e Johnny Walker Scotch (“Golden 
grains of barley, pure mountain- 
stream water, highland peat... 
amber in color ... applauded 
throughout the world... ”). 

“This is not copy—it is literature 
—but I cannot imagine it convinc- 
ing anyone that this is a scotch to 
ask for.” 


e Smirnoff Vodka (showing Ber- 
nard De Hahn, famous diamond} 
cutter, with gems for the Winston 
collection). 

“There is not a single reason in 
this ad for asking for Smirnoff 
vodka except that Smirnoff wants 
you to.” 


e Oldsmobile. 

“Whoever coined the word 
‘Oldsmobility’ must have been a 
genius to have sold it to General 
Motors. And whoever sold this ad 
to General Motors must have been 
a super-genius. This picture could 
be that of almost any car, because 
they all look so much alike. And 
the words could apply to any car 
by merely changing the name.” 

e Prudential Life Insurance (bro- 
ken-plate ad). 

“This is one of the laziest life 
insurance ads I have ever seen.” 


e Container Corp. of America 


3 


‘Canadian Home Journal’ Buy Makes 
‘Chatelaine’ Biggest Canada Magazine 


Consolidated Also Sells 
‘Farmer's Magazine’ and 
Four Trade Publications | 


Tcronto, May 14—Chatelaine, 
the magazine for Canadian wom- 
en, has acquired the circulation of 
Canadian Home Journal from Con- 
solidated Press Ltd., it was an-| 
nounced by Floyd S. Chalmers, | 


CAMA Gets Laurens 


Cigaret Account 


Paris, May 13—Continental Ad- 
vertising & Marketing Agencies 
closed a_ three-day conference 
here last Saturday with reelection 
of officers and announcement of 
a major new client. 


CAMA, a network of 12 Euro- 
pean agencies in as many coun- 
tries, reported that it had been) 
appointed the worldwide adver- 
tising agency for Laurens, leading | 
Swiss cigaret manufacturer. Lau- 
rens has subsidiaries in many 
countries, including Canada. 

Dr. Rudolf Farner, head of the 
Zurich agency bearing his name, 
was reelected chairman for two 
years. Also reelected were Erik} 
Elinder, Wilhelm Anderssons, 
Stockholm, vice-chairman, and 
James Davidson, Samson Clark & 
Co., London, treasurer. 


s Fletcher D. Richards Inc., New 
York, represents CAMA in the 
U. S. Richard Walker, who han- 
dles CAMA business at the Rich- 
ards agency, was here for last 
week’s meeting. The host agency 
for the conference was Agence 
Francaise de Propagande. 

Other business taken up at the 
meeting included the adoption 
of a code of ethics and practices 
for all member agencies. The next 
CAMA meeting was set for Sep- 


tember in Stockholm. # 


president of Maclean-Hunter Pub- 
lishing Co., Toronto. 

The two circulation lists will be 
combined to give Chatelaine the 
largest circulation of any Canadian 
magazine. Chatelaine’s circulation 
now is 426,673; Canadian Home 
Journal’s is more than 500,000. 


However, the new circulation base 


cannot be announced until. dupli- 
cations on the two lists are deter- 
mined. 

Canadian Home Journal sub- 
scribers will begin receiving Chat- 
elaine with its September issue. 
Subscribers taking both magazines 
will have their Chatelaine sub- 
scriptions extended to bring thein 
the total number of copies which 


'they would have received under 


their original subscription con- 
tracts. 


s The circulation merger brings 
together two publications which 
have played distinguished roles in 
the women’s service field. Canadi- 


|an Home Journal, founded in 1904, 


was one of the pioneer national 
magazines in Canada. 

Chatelaine was first published in 
1928; under the editorship of 
Byrne Hope Sanders it attracted 
a devoted readership in all parts 
of Canada. 

Mrs. Doris McCubbin Anderson 
has been editor of Chatelaine since 
June, 1957, and will continue as 
editor of the combined magazine. 
C. J. Laurin has been its manager 
since 1955. 

In announcing the acquisition of 
Canadian Home Journal’s circula- 
tion, Mr. Chalmers said Chate- 
laine’s editorial character will be 
influenced by its larger potential. 

By combining the best features, 
departments and services of both 
magazines, he said, Chatelaine 
will emerge as an exciting new 
publishing personality with an edi- 
torial sweep and vigor reflecting 


(Continued on Page 74) 


Affiliated Agencies Network Marks 
Two Decades, Acquires 50th Member 


Affiliate No. 50 Is 
Salas Mexican Shop; 
Net Looks Euvropeward 


SPOKANE, May 14—1958 turns out 
to be a two-star year for Affiliated 
Advertising Agencies Network. 
The organization celebrates its 20th 
anniversary this year, and it has 
also just elected its 50th member 
agency—Publicidad Salas, Mexico 
City. 

AAAN was organized in 1938 by 
six agencies, following the plan of 
Lynn Ellis, 
consultant. All six were located 
west of the Mississippi, and their 


(Continued on Page 102) 


combined billings totaled less than 


Weller Domen 


Nurse 


agency management) 
peer . | handle 


Kanoh Jaini 


onobu Domen, president of Ajinomoto and head of 
the Japanese IAA; D. J. Nurse, manager of Marklin 
Advertising, Hongkong; Hisao Kanch, a guest; and 
Jagan Nath Jaini, chairman of National Advertis- 
ing Service Private Ltd., Bombay. 


$2,000,000. 

Today the network boasts 50 
members in 40 U.S. cities (in 17 of 
the 20 largest) and in Canada, 
Hawaii, the Philippines, Australia, 
Colombia, Japan and Mexico. 
Combined billings total $120,000,- 
000. 


= The past two years have been 
significant ones in AAAN’s history. 
In 1956 the network established its 
international headquarters in Spo- 
kane and appointed Donald M. 
Alexander as the network’s first 
fulltime executive secretary to 
AAAN’s = administrative 
affairs. 

In 1957, the network, which un- 
til then consisted of agencies only 
in the U.S. and Canada, took the 


| international plunge and signed up 


agencies in six foreign countries, 
including Japan’s Dentsu Adver- 


|tising Ltd., largest agency in the 


Far East (AA, May 12). 


= It is expected that 1958 also will 
be the year AAAN enters the 


|| European advertising arena. The 


network’s international chairman, 
Alex T. Franz, president of Alex T. 
Franz Inc., Chicago, began negoti- 
ations early this year with agencies 
in Austria, Belgium, France, Eng- 
land and Switzerland (AA, Feb. 
17) and he expects to interview 
agencies in Italy and West Ger- 
many some time before the AAAN 
annual convention in Baltimore in 


August. + 
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the items of extra equipment it 
|included. The tag would also 
|specify the transportation cost, 
and whether the car had pre- 
viously changed hands. 


Senate 0.K.s Car 


s In introducing the bill, Sen. 
Monroney complained that auto- 


7 ” 

Price Bill; Now 

It Goes to House mobile sales had been seriously 
injured because customers 


WASHINGTON, May 15—Legisla-| disgusted with the “Middle East 
tion putting a price label on the Bazaar” which exists in the in- 
windshield of new automobiles dustry. He said, “You can learn 


are. 


was passed unanimously by the! anything you want about the car! 


Senate today, and a hunt was except the price.” 
under way for a House member| Although the bill received strong 


who would guide it through the| support from auto manufacturers, | 


other chamber. dealers, 
The legislation passed unan-|and the American Automobile 
imously after Sen. A. S. (Mike) Assn., it had previously been op- 
Monroney (D., Okla.), its sponsor,| posed by the Department of Com- 
read a letter reporting that | merce. 
merce Secretary Sinclair Weeks| 
was reversing himself and giving; day, Sen. Monroney read a letter 
his full support to the bill. | trom Secretary Weeks reporting 
Under the bill, which is designed | that the Commerce Department is 
to put an end to automobile price-| withdrawing its opposition. 
packing, each new car would have| 
a sticker indicating the factory list; offer possibilities of more 


better business bureaus| 


Just before the Senate voted to- | 


“We now feel S. 3500 appears to| 
im-| 
price of the vehicle and each of| mediate restoration of the neces-|paper r.o.p. color. 


sary confidence on the part of| 
buyers in the integrity of the 
prices at which the cars are of- 
fered,” Mr. Weeks wrote. 

While no companion bill had 
been introduced in the House, 
sponsors are hopeful that there} 
will not be any difficulty obtain-| 
ing a hearing now that the legisla- 
tion has been passed by the Sen- 
ate. + 


R.O.P. Linage Report Due 

A new monthly “Hoe Report) 
on R.O.P. Color” measuring r.o.p. 
color advertising in 411 newspa-| 
pers in 132 cities will be published 
beginning about June 1 by R. Hoe 
& Co., New York newspaper press 
manufacturer. The data will be 
supplied by Media Records and} 
presented in a form identical with | 
Media Records’ “Blue Book.” The 
first issue will cover r.o.p. linage 
for the month of April. Copies of 
the new report will go free to all 
newspapers and members of the} 
ad industry interested in news- 


He found the sun-and 
The Sun-to his liking 


Without meaning to criticize the winters of 
our good New England neighbors, the cold 
fact remains that they indirectly blew our 
way one of our most valued political writers. 
While we make haste to explain this admit- 
tedly enigmatic statement, see if you can 
pick him out from The Sunpapers trio above. 


1. In defiance of Mark Twain’s tenet, our 
man’s parents did something about the Nor’- 
easters. They migrated south—stopped long 
enough in Norfolk, Va. for our hero to be 
born—then continued on to permanent resi- 
dence in Florida. 


2. His subconscious steeped in the glory of 
temperate climes, our man grew up, got his 
education, and in 1926 ventured north—as 
far as that garden of even weather, Balti- 
more. Here, at The Sunpapers, he found the 
atmosphere ideal for the newspaper career 
he had set for himself. 


3. His first—and last—assignment by The 
Sunpapers was politics. For 16 years he 
served as legislative correspondent and state 
political reporter for The Evening Sun, with 


= The Baltimore Sunpapers 


Combined Morning and Evening circulation 411,663—Sunday 317,648 


National Representatives: Cresmer & Woodward, Inc.— New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott —Chicago, Detroit 


an occasional time-out for such a juicy plum 
as covering Al Smith’s eastern presidential 
campaign swing. (He recalls they used trains 
in those days.) 


4. Assigned to our London bureau in 1943, 
he quickly became a war correspondent and 
shifted his political writing to the inter- 
national level for the next three years. 


5. Since 1946 he has been a leading light of 
The Sun’s Washington bureau. His bylined 
news stories and columns on the White 
House and Congress are considered by 
readers and fellow journalists alike to be 
models of fresh, objective reporting. 


Which man is Baltimore’s best barometer 
booster—and one of America’s finest political 
writers? He’s Thomas M. O’Neill—centrally 
located above. On the right is Robert Breen, 
Morning Sun reporter—and on the left 
Warren Martin, manager of The Sunpapers’ 
resort and travel advertising. Martin will 
tell you O’Neill’s wrong—that any spot on 
the map will get good results in The Sun- 
papers. And he has the figures to prove it! 


52.5% 


Advertising Age, May 19, 1958 


Highlights of This Week's Issue 


Senate-House conference committee okays 
postal rate, pay bill designed to stabil- 


ize postal setup Page 1 


Dr. Lyndon O. Brown, an old hand at sell- 
ing Frigidaires from his days at Lord 
& Thomas 20 years ago, will be the su- 
pervisor on the account, now at Dancer- 
Fitzgerald-Sample 


Canadian broadcasters are bubbling with 
joy over prospect of Canadian Broad- 


casting Corp. control being abridged by | 
Progressive Conservative Party now in | 


GRID... sinsicriotiescecenensecsinsovennsntacs jnonabeneionl Page 1 


Miami Beach hotel owners band together 


after ‘ta calamitous season” to help trim | 
budgets, solve mutual problems. Ban on | 
local newspaper ads is set to prevent | 
luring visitors from one hotel to another | 
2 Chase Manhattan Bank buys time signal 


with cut rates 


New brands can do best by advertising 
in media markets where established 
brands are doing little advertising, Dan- 
iel Starch & Co. concludes from 35-year 
study of influence on consumer pur- 
chases in Harvard Business Review ar- 
ticle .... Page 2 


of company presidents polled by 
American Management Assn. estimated 
their companies’ sales would be same 
or higher in 1958; 47.1% said sales 
would be down 


Noxzema steps up advertising this sum- 
mer with special plans for new prod- 
ucts aimed at the sunbathers’ mar- 
ket 


General Electric’s x-ray department will 
use a page ad in Life and a coordinated 
merchandising plan to promote its cus- 
tomers 


Whirlpool, American Gas Assn. join in 
cooperative ad campaign this summer 
and fall to promote Whirlpool’s new 
line of gas refrigerators ............... Page 3 


Maxwell Sackheim lambasts offbeat ad- 
vertising, says ads are supposed to sell, 
not be literature 


Chatelaine acquires circulation of Ca- 
nadian Home Journal; Consolidated 
Press Ltd. also sells Farmer Magazine, 
four trade publications 


The Affiliated Advertising Agencies Net- 
work completes 20th year by adding 
50th agency member; turns eyes toward 
Europe in 1958 


Simca advertising will avoid usual foreign 
car format, aim at giving “official re- 
ports” and selling Simca “with nothing 
but the facts,” its agency, Richard N. 
Meltzer Advertising, says 


Colgate, Ted Bates & Co., CBS and others 
are hit in $1,000,000 suit by Movie Pro- 
ducer David Robbin, who says “Dotto” 
tv show was misappropriated from 
BRAD « sinastiectricastensousiiicenginpsenpingainininiaa Page 21 


Harry E. Whitehead, new president of 
the Assn. of Canadian Advertisers, is a 
salesman who has no time for anything 
but selling 


Pro-phy-lac-tic Brush Co. expands. pro- 
motional efforts for its Pro Double Duty 


toothbrush into the biggest advertising | 


campaign in its 92-year history..Page 32 


Business men are advised to drop into a 
movie during the day to ease work-a- 


day tensions 


| The cult of specialization in advertising is 
inhibiting creative copywriting, Walter 
Weir, exec vp of Donahue & Coe, tells 
Philadelphia admen 


| U.S. 


publishers are overbuying news- 
print, St. Lawrence Corp. Ltd. head 
Pe ee oe rene uPage 41 


| Brad-Vern’s 1958 blue book of business 
| paper advertisers is largest ever is- 
sued Page 44 


| Measurement of tv commercials must go 
beyond recall or “good” and “bad” 
classifications, Burleigh Gardner, ex- 
| ecutive director of Social Research Inc., 
| tells seminar sponsored by Fred Niles 
| Productions Page 45 


| 


| on Puerto Rican tv channel, launches 
| Campaign for new business ........ Page 46 


Needham, Louis & Brorby’s revamped me- 
dia department seeks media dominance, 
“positive media contribution” to sales 
pitches, Blair Vedder, new department 
director, says Page 50 


Westingheuse probes failure to sell cen- 
tral air conditioning, finds 94% of those 
bought last year were not “sold” by 
anybody; new campaign aims to rectify 
Sales lapse .... Page 54 


Agency buys single page for four clients, 
advertises itself t00 ........ccccce Page 67 


Changing agencies hurts your ad effec- 
tiveness, Dick Crisp says in new book, 
but one chapter tells you how to do it 
if you must 


Health problem of business men working 


under pressure is not unique, E. B. 
PD UIE “sciiicnsecieesetedecaeneasbiotenonsll Page 86 
82.8% of the membership of the Chicago 
chapter of the National Industrial 
Advertisers Assn. voted against 
PE Bree Page 89 


Kraft Foods launches its second annual 
$50,000 restaurant sweepstakes compe- 
tition 


Mexican agencies reap rich harvest as ad 
business booms with $30-$35,000,000 in- 
vested in ads in 1957 


Agricultural Publishers Assn. launches pr 
drive to convince advertisers farmers’ 


prosperity is unaffected by  reces- 
sion ... Page 96 
Advertising Market Place ................ 98 


Along the Media Path .... 
Coming Conventions 
Consumer Magazine Linage . 
Creative Man's Corner ......... 

Direct Mail Advertising 
Drawthinks 
Editorials 

Getting Personal 
Information for Advertisers 
Looking at Radio & TV 
Obituaries 
On the Merchandising Front . 
Photographic Review 
Production Tips 
Rough Proofs 
Salesense in Advertising .. 
This Week in Washington 
Voice of the Advertiser .. 


What They're Saying 


THE MODERN ART... 


OF PHOTO-ENGRAVING 
WHEN EXECUTED BY DOT. BEAUTIFUL COLOR, 
OUTSTANDING BLACK AND WHITE. 


Dot Engravers, Ine. 


IS AT ITS FINEST 


600 W. VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 
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THIS IS 
ONE BUNCH 
WHO'LL 
TAKE SIDES 


She loves the game (the one in shorts). And 
she loves the game (the other). 

But the one in shorts wouldn’t be caught 
dead on the court in a chemise—and the one 
in the chemise, vice versa. 

They say so, what’s more. Say so out loud, 
way out, where you can hear them, and join 
in the fun. 

Like all sports fans they’re vocal, positive, 
sometimes (excuse it, please) pretty close to 
unbearable. 

But not unbearable for advertisers! Any- 


thing but. All advertisers love the noise and 
the heat that all sports fans generate about 
what they favor. 


Favor for fashion, for food, for smokes and 
drinks, hotels and cars. 


Which makes them about the most dy- 
namic bunch of prospects who'd ever read 
your ad in anybody’s magazine. 

For if SPORTS ILLUSTRATED’s crowd 
of 850,000 families should start generating 
talk for your product, your sales chart could 
leap way out to here, too! 


SPORTS ILLUSTRATED 


GROWTH NOTE: 


SPORTS ILLUSTRATED’s 
circulation now up to 863,000 
(Publisher’s estimate of 

first half average, 1958) 

—and advertising revenue for 
first quarter of 1958 

up 66% over 1957 (P.1.B.) 
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This Week in Washington... 


* tough 


Census Prelude: Battle Over What 
Product Questions to Ask Citizenry 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, May 15—The 1960 
population census is still nearly 
two years away. But tempers are 
rising over the kinds of informa- 
tion the big national nose count 
will yield for marketers. 

Census officials necessarily are 
about adding questions 
which complicate the enumeration 
process and slow up the tabulating. 
This is particularly true this year 
because the bureau is still toying 
with a plan to take much of the 
census in a big self-enumeration 
direct mail campaign. 

So far the bureau has agreed on- 
ly to add a question on air condi- 


tioners to the list of household 
equipment examined in the census. 
Appliance manufacturers and elec- 
tric utilities contend this is fine; 
but they say there are equally po- 
tent reasons for collecting statistics 
on the ownership of washing ma- 
chines, clothes dryers and garbage 
disposals. 


= While there will be a tv set 


ada hi aa eee 


wants a uhf and fm count too, is 


Unless he can 


passing the word that broadcasters| No Deficit Aid work a miracle 


| might want to let their congress- 
men know how they feel about a 
radio question. 


in Postal] Bill and save his plan 
for a 5¢ letter, 


there is not much consolation for 
Postmaster General Arthur Sum- 


Justice Depart-| merfield in the compromise postal 


Justice Keeps 
Eye on FCC 


ment’s anti-trust 
top command is 
passing the word 
| that it will not look favorably on 
any outcome of the FCC’s network 
|rules study which leaves option 
| time and must buy undisturbed. 

| During its hearings on the net- 
| work study report submitted by 
Dean Roscoe Barrow, FCC has 
heard impressive justifications for 
existing business practices outlined 
| by networks and their affiliates. 


rate bill now being worked out in 
the House-Senate conference com- 
mittee. 

For more than five years, the 
Postmaster General has waged a 
single-minded campaign to sell 
Congress on rate revisions which 
will bring the Post Office Depart- 
ment’s deficit down to moderate 
size. Now, however, it leoks as if 
the best he can hope for is a com- 
promise which would involve a big 
increase in rates and still leave the 


count, National Assn. of Broad-| But anti-trust officials say their| department with deficits of $500,- 


casters is unhappy about the fact 
that radio will be omitted for the 


| files include many affidavits which 


point to a considerably different | 


000,000 to $600,000,000 a year. 
Under the plans now being con- 


first time since 1930. Census of-| conclusion. While they are willing | sidered by the House-Senate con- 
ficials say radio saturation is so| to give FCC more time to make up| ference, extra revenue obtained 
complete there is no point in using! its mind, the impression persists| through the use of a 4¢ stamp will 
the public’s money and equipment) that the anti-trust division will not | be more than offset by a new pay 
to confirm what everyone already | sit tight if FCC leaves option time | raise for postal workers. In other 


knows. However, NAB, which 


|and must buy undisturbed. 


| words, the rate bill is merely a 


Pulitzer Prize winner and flying photographer Don Ultang and “Good News XI” 
are a familiar sight all over lowa. 


Hometown paper 
for the whole state 
of Iowa... 


7 
witty 


because of its air photos? 

Well, that’s part of the reason The Register 
and Tribune is flying high in lowa. 

Back in 1928, “Good News |” became 
an exciting addition to its news-gathering 
facilities. Today, when news is made 

... whether it’s a political meteor 
flashing to prominence or a brilliant 
halfback dashing to a winning score... 
the sleek, swift “Good News XI” 

rushes stories and pictures to the 
newsroom in Des Moines. It travels 

more than 60,000 miles a year to help 
The Register and Tribune publish the 

kind of papers that have won perhaps the 
most unusual circulation in America. 

Its papers are read by 70% of 

the whole state of lowa! 


Des MOINES 
REGISTER ann TRIBUNE 


350,000 COMBINED DAILY + 500,000 SUNDAY 


Gardner Cowles, President 


Advertising Age, May 19, 1958 


device for financing a pay hike for 
postal employes, and after a five- 
year fight, Mr. Summerfield is no 
closer to a solution to the postal 
deficit than he was when he start- 
ed. 


Many a space 
75% Bite by  peddler who has 
been turned away 


Space Seller 
by the Niagara 


Mohawk Power Co., big New York 
State utility, will be wide-eyed 
when he reads about Ben Lapen- 
sohn, former Philadelphia team- 
ster’s union official, more recently 
associated with a periodical called 
the Federationist, sponsored by the 
New York State Federation of La- 
bor. 

Signifying its belief in the in- 
centive system, the federation en- 
tered into an arrangement giving 
Mr. Lapensohn 75% of the receipts 
for ads in the Federationist. He, in 
turn, proved the effectiveness of an 
incentive system by selling a lot 
of ads, including at least $93,000 
worth to the penny-pinching utili- 
ty. 
Members of the Senate labor 
rackets committee suggested the 
decision to buy space in the Feder- 
ationist may have been influenced 


by the fact that the utility was 
| anxious for the state federation to 
| stick by its “traditional policy” 
|against public development of 
power at Niagara Falls. In any 
event, Earle J. Machold, Niagara- 
Mohawk president, confirmed that 
his company was ready to spend 
another $10,000 when Mr. Lapen- 
sohn slipped away to the sanctuary 
of Bermuda, where Senate investi- 
gators are unable to serve sub- 
poenas. 


® Before he left the chair, Mr. 
Machold learned, presumably to his 
| surprise, that only $8,250 of the 
| $93,000 had trickled down to the 
| state labor federation, and that the 
circulation of Mr. Lapensohn’s pe- 
riodical was less than 3,000. 

As Mr. Machold was about to 
leave, Sen. John McClellan (D. 
Ark.), the committee chairman, ob- 
served, “We save you $10,000, don’t 
we? I suggest you donate it to the 
Red Cross.” 

If you are setting 
Fine Lines in up a trade associ- 
Co-op Ad Tax ation to handle a 
cooperative ad- 


vertising campaign for a dealer 
group, better see a good tax law- 
| yer. According to a ruling in this 
| week’s “Internal Revenue Bulle- 
| tin,’ the fund won’t escape taxa- 
tion unless the corporation’s char- 
ter is carefully drafted. 

This fairly obvious lesson stems 
from the experience of a trade 
group formed by auto dealers to 
advertise and promote a particular 
(unidentified) make of automobile. 
The fatal error, according to the 
bureau, was that the association 
was authorized to carry out a num- 
ber of tasks in addition to adver- 
tising. 

If the association’s sole function 
is advertising, none of the funds 
it receives will be regarded as in- 
come for tax purposes, the bureau 
explains. But if it is authorized to 
engage in activities in addition to 
advertising, all its revenues are 
regarded as income, and any that 
remain at the end of the year are 
taxable. # 


Kaiser Plans to Drop KHVH 
in Honolulu, Adding KULA 

Henry J. Kaiser, president of 
Kaiser Hawaiian Village Televi- 
sion Inc., has bought KULA-TV, 
Honolulu, for $685,000, subject to 
approval by the Federal Commu- 
nications Commission. Kaiser will 
have to dispose of KHVH-TV, Hon- 
olulu, because FCC rules would 
not permit one company to oper- 
ate two channels in the city. The 
purchase agreement was made 
with Television Corp. of America 
Ltd. and its owners, Jack A. Bur- 
nett, Arthur B. Hogan, Richard C. 
Simonton and Albert Zugsmith, 
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| “T don’t know who you are. 
I don’t know your company. 
I don’t know your company’s product. 
I don’t know what your company stands for. 


I don’t know your company’s customers. 


I don’t know your company’s record. 
I don’t know your company’s reputation. 


Now—what was it you wanted to sell me?”’ 


- 


MORAL: Sales start before your salesman calls—with business magazine advertising. 


McGRAW-HILL Publishing Company, Inc. ‘@: 


330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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International Ad Assn. Confab... 


Advertising Outside U.S. Is Just 
Coming into Own, Convention Is Told 


Ad Picture in Europe 
Brightens as European 
Common Market Shapes 


New York, May 16—The reces- 
sion took a back seat to rosy vistas 
of world economic growth at the 
annual convention of the Inter- 
national Advertising Assn., this 
week. 

It was the feeling of the con- 
vention, expressed again and again 
in speeches and off-the-floor con- 
versations, that advertising out- 
side of the U. S. is just beginning 
to come into its own. 

William R. Leonard, director of 
the statistical office of the United 
Nations, sketched for the inter- 
national admen their great mar- 
kets of the future. 

Noting that world population 
now stands at 2.7 billion, he said 
it will rise to 3.8 billion by 1975 
and 6.3 billion by 2000, based on 
present rates of growth. 

By the end of the century, Mr. 
Leonard added, the population of 
China and India will be equal to 
the world population today. 

Mr. Leonard pointed out that 
in the past industrial production 
has advanced faster than popula- 
tion growth and he said the same 
trend can be expected in the fu- 
ture. For example, he estimated 
world energy requirements in 1975 
at 27 billion megawatt hours and 
in 2000, 84 billion megawatt hours 
—compared to the 10.2 billion 
megawatt hours consumed in 1952. 


= This theme was picked up and 
amplified by Benjamin Donaldson, 
director of institutional advertis- 
ing for Ford Motor Co., who said 
we are now standing at a “jump- 
ing-off place.” 

Citing the “unparalleled” inter- 
national economic developments of 
the past 10 years, Mr. Donaldson 
said, “History shows that once a 
people start to improve their stan- 
dard of living, there is no stopping 
them.” 

In Western Europe, he reported, 
Ford is finding that countries are 
motorizing the way the U. S. did 
back in the 1920s. 

By 1965, he added, Ford expects 
to see the development of a Euro- 
pean free trade covering a popula- 
tion of 270,000,000. He predicted 
that average income in this area 
will rise from the current annual 
level of $750 to $1,000. 


= Mr. Donaldson said development 
of the European common market 
presents advertising with a great 
opportunity for “creation of de- 
sires for products in which one 
country excels.” 

It will also bring an “intensify- 
ing competitive situation,” he 
added. In Britain for example, 
the Ford subsidiary will have to 
compete with not only the other 
British makes but with “the best 
the continent can produce.” 

Mr. Donaldson, noting that Ford 
companies around the world make 
900 different makes of cars, trucks 
and tractors, said his company is 
continuing the umbrella advertis- 
ing campaign launched in inter- 
national media three years ago. 

This institutional campaign uses 
the theme: “You get more for your 
money with a Ford-built product.” 
Ads have featured Ford makes 
from the U. S., Britain and Ger- 
many. In the future, however, 
Ford advertising will strive for 
more “local identification,” Mr. 
Donaldson indicated. 

“For example,” he added, “both 
in Britain and on the continent 
tharket behavior is dominated by 


the pervasiveness of class distinc- 
tions, by the relatively inferior 
position of women in the family 
economy, by the assumption that | 
parents and even children benefit | 


from closely disciplined and Spar- | 


tan methods of child rearing, that | 
deference to elite groups is proper | 
and fitting and that these elites | 
should be marked by intellectual 
and scholarly ability rather than 
by wealth. 

“In responding to advertising 
appeals, consumers both in Britain | 
and on the continent are alike in| 
showing” a greater readiness to 
respond to claims of quality rather 
| than quantity, of economy rather | 
jthan lushness, of durability rather | 
than novelty; they value privacy 
and regard ‘togetherness’ with) 
embarrassment and even horror.” 


s A somewhat different view from 
the bridge was presented by Wil- 
liam E. McKeachie, manager of 
McCann-Erickson’s London office. 
Mr. McKeachie said McCann’s 
approach to the European common 
market has been to organize an 
“Operation Europe” project in- 
volving eight working teams. Dur- 
ing the past year, these teams— 
consisting of specialists from each 
McCann office in Europe—have 
collected data on the following 
subjects: creative, public relations, 
radio-tv-cinema, research, mar- 
keting, media, library-and-intelli- 
gence-services and accounting. 


s Plans for a common market in 
Latin America were discussed at 
yesterday’s luncheon by Dr. Galo 
Plaza Lasso, former president of 
Ecuador, and Pablo Bardin, head of 
Farmacia Franco Inglesa, Buenos 
Aires, reputedly the world’s larg- 
est pharmaceutical house. 

Dr. Galo Plaza Lasso said eco- 
nomic integration in Latin America 
would “accelerate productivity, 
give free access to the raw materi- 
als to the whole region, hence 
enabling common resources to be 
better utilized for economic devel- 
opment.” 


s He reported that the first con- 
crete steps toward the creation of 
such a market were taken last 
year at a meeting of the United 
Nations’ Economic Commission for 
Latin America. A seven-man com- 
mittee—one of whom is Dr. Galo 
Plaza Lasso—was organized to 
study the possibilities and submit 
recommendations to the govern- 
ment members of the commission. 

Mr. Bardin called the common 
market “the only road to salvation 
open to mankind.” 


s Television occupied a separate 
place on the agenda for the first 
time in 10 years of IAA conven- 
tions. Halsey V. Barrett, director 
of national sales, Television Bur- 
eau of Advertising, reported that 
the non-U. S. world now has more 
than 530 tv stations and some 
22,000,000 receivers in use. 

In 1957 alone, he said, the num- 
ber of tv sets in use outside of the 
U. S. increased by 52%. 

“Within the U.S.,” Mr. Barrett 
said, “the great index of the vigor 
of television is the fact that in 10 
jshort years the 10 largest adver- 
tising agencies of America now 
are billing 45% of all their domes- 
tic advertising revenues from tele- 
vision ... This amazing growth, 
plus the fact that the American 
people are now spending more 
time per day watching television 
than any other human activity, 
except for work or sleep, are 
indications that this is truly the 
television age. It is an awe-inspir- 
ing advertising force and an awe- 


inspiring social force.” # 


ON ‘HOME’ TERRITORY—Dr. Joseph Bauch, Pabst brewmaster, pours a 

stein in Mettenheim, Germany, at the Pabst festival held there May 

11. Pabst flew its 100,000,000th barrel and 69 news and picture men 

to Germany to honor the natal village of Jacob Best, who founded 
Pabst in 1844. 


Ciba Proprietary — 
Account Goes to 
Doherty, Clifford 


(Continued from Page 1) 
dles publication of Ciba’s “Medical 
News,” the company newspaper for 
physicians, has also been named to 
handle journal ads and other as- 
signments for a group of prescrip- 
tion products, including Serpasil, 
an anti-hypertensive. 

William Douglas McAdams, Ci- 
ba’s other present agency, will con- 
tinue to handle its products un- 
til the end of the year. Then the 
products will be split among the 
three, with McAdams continuing | 
to handle a major group of pre-| 
scription items. 

The entire Ciba account bills 
about $1,000,000 annually. Doherty, 
Clifford’s share will include the 
consumer products, among them 
Antivy, Privine and Nupercainal. 
It will also serve certain prescrip- 
tion products. 


@ Ciba said the agency lineup 
changes were made for three rea- 
sons: To obtain special attention 
for its non-prescription products; 
to end the problem of one agency 
handling conflicting accounts (a 
common practice in the ethical 
drug field); and to utilize a wider 
range of creative talent. 

The somewhat complex alloca- 
tion of product accounts among the 
three agencies was understood to 
be based on what products each 
shop could handle on an exclusive 
basis. The company made its 
choices from 13-point question- 
naires sent to five agencies: Do- 
herty, Clifford; Sudler & Hennes- 
sy; Burdick, Becker & Fitzsim- 
mons; Paul Klemtner & Co. and 
Noyes & Sproul (AA, April 21). 

Doherty, Clifford has a profes- 
sional drug division headed by 
William E. Duryea, who resigned 
recently from McAdams, where he 
was exec vp and account super- 
visor on Ciba (AA, March 3). # 


Ludlum Joins Kudner 

Stuart D. Ludlum has been 
named director of tv and radio of 
Kudner Agency, New York. Mr. 
Ludlum, who formerly was vp of 
C. J. LaRoche & Co., replaces My- 
ron P. Kirk, radio-tv vp, who left 
Kudner about two months ago. 


Pabst Barrel and 69 
U.S. Newsmen Take 


Over in Germany 


New YorK, May 13—69 weary 
but happy news and picture men 
and assorted officials of Pabst 
Brewing Co. completed a press 
junket to Germany here yesterday 
afternoon, when their Pan Ameri- 
can charter plane touched down at 
Idlewild Airport. 

They had spent a hectic 110 or 
so hours—almost 40 of them in the 
air—shepherding the 100,000,000th 
barrel of beer brewed by Pabst 
since 1844 from its filling in Pabst’s 
Milwaukee brewery to its draining 
in Mettenheim, Germany, the tiny 
Hessian village from which Jacob 
Best, Pabst founder, migrated 114 
years ago. 

The festivities started Thursday, 
May 8, when the newshawks 
crowded into the rackhouse in 
Milwaukee to watch the burgo- 
master of Mettenheim, specially 
imported for the occasion, help 
various Pabst officials, as well as 
the governor of Wisconsin and the 
mayor of Milwaukee, bung the 
100,000,000th barrel of beer brewed 
by Pabst. 

Then the burgomaster and the 
newsmen, accompanied by Pabst 
brewmaster Dr. Joseph Bauch, pr 


director Andrew H. Talbot and ad-- 


vertising manager Barney Brienza, 
accompanied the gold barrel via 
chartered Pan Am plane to Frank- 
fort, Germany, some 30 miles from 
Mettenheim. 


= The climax came Sunday when 
more than 3,000 people crowded 
into the tiny village of 1,000 popu- 
lation to witness the tapping of the 
barrel, accompanied by appropri- 
ate expressions of gemutlichkeit 
exchanged among local dignitaries. 
A plaque was placed on Mr. Best’s 
house, still standing in the village, 
and then the commemorative bar- 
rel, plus an additional 6,000 cans 
of Pabst, disappeared down the 
gullets of the assembled crowd. 
The press junket, which is esti- 
mated to have cost Pabst some 
$60,000, was pronounced a distinct 
success on the basis of early re- 
turns on the press coverage. # 


Sherril Taylor Joins JWT 
Sherril Taylor has resigned as 
general sales manager for the 
Radio Advertising Bureau, New 
York, to join the Chicago office 
of the J. Walter Thompson Co. 


Advertising Age, May 19, 1958 


Its ‘Vast Bank’ of 
Barter Time to Aid 
Hazel Bishop: C&éC 


(Continued from Page 1) 
about $4.50 per share—a total of 
some $3,800,000. Matthew M. Fox, 
president of C&C Television, said 
an offer “no less favorable” will be 
made to all other Hazel Bishop 
shareholders within the next 90 
days. 

Explaining the purchase, Mr. 
Fox stated: “Raymond Spector has 
built a great brand name in the 
cosmetics field for Hazel Bishop. 
We in C&C Television have built a 
vast bank of tv time across the na- 
tion which will be used to promote 
the sale of Hazel Bishop products. 
Advertising is the life blood of any 
effective marketing operation. We 
intend to add new strength to the 
Hazel Bishop organization, enab- 
ling it to gain a growing share of 
the cosmetics market.” 


= New directors of the corpora- 
tion, besides Messrs. Spector and 
Fox, a pioneer in the television 
barter business, are Gen. James A. 
VanFleet (Ret.), director of 20th 
Century Fox Film Corp.; William 
Zeckendorf, chairman of Webb & 
Knapp Inc.; Charles F. McKhann, 
director of Stanley Warner, Ameri- 
can News and Chemay; Wickliffe 
Shreve, partner, Hayden Stone & 
Co., and Morris Forgash, president, 
U. S. Freight Co. 

The Spector-Bishop saga goes 
back to 1948 when the first so 
called non-smear lipstick was mar- 
keted by Miss Hazel Bishop, a 
chemist. Tight on promotion funds, 
the product just straggled along 
and in March, 1950, Raymond 
Spector Co. took on the account. 
Hazel Bishop lipstick sizzled into 
the crowded cosmetics field that 
year with a series of hardsell 
newspaper ads headlined: “Amaz- 
ing non-smear lipstick stays on— 
and on—and on!” A 25¢ sample of- 
fer on the back cover of The Amer- 
ican Weekly in June that year un- 
leashed a flood of more than 162,- 
000 quarters, a record for the sup- 
plement. 


® In 1950, some $500,000 was spent 
for advertising, much of it co-op. 
A year later the budget was pegged 
at $1,500,000, and by 1954 the com- 
pany had a $4,500,000 budget and 
well over $10,000,000 in sales. 

That same year, Raymond Spec- 
tor and Hazel Bishop parted com- 
pany. By that time—in a manner 
never quite explained by either 
party—Raymond Spector owned 
better than 90% of the ‘privately 
held company; Miss Bishop held 
some 200 shares. There were re- 
ports that Mr. Spector received 
stock as collateral for advertising 
outlays. 

At any rate, in March, 1952, Miss 
Bishop filed a stockholder’s action 
alleging diversion of the company 
funds by Mr. Spector and other de- 
fendants. After a week’s trial, in 
February, 1954, the suit was set- 
tled by stipulation which brought 
Miss Bishop $310,000 for her 200 
shares and gave Mr. Spector vir- 
tually complete ownership of the 
company. 


= But he didn’t keep it that way 
for long. In October, 1954, Hazel 
Bishop Inc. offered 250,000 shares 
to the public at $8 a share and was 
promptly oversubscribed. Within 
six months, the stock hit the $12 
mark, at which time Mr. Spector’s 
holdings were placed at around 
55% of the company. 

From sales of more than $12,- 
000,000 and a profit of $1,080,000 
that year, 1955 sales slipped below 
$11,500,000 with a net loss of 
$460,000 reported. 

1956 sales dropped to $10,270,- 
000; the loss for the year was 
$610,000. Last year sales slipped 
to $10,006,000 and the loss was 
the biggest ever—$996,048. + 
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Plain and fancy catering —to highly important 
appetites! This is the career that challenges 
our young reader-wife’s ingenuity, seven days 
out of seven. 

A tot-size appetite, ready for junior foods 
...a school-girl appetite, eager for something 
pretty in her lunch box... television ap- 
petites for food that’s hearty yet manageable 
on the lap ... guest-size appetites, cautious on 
calories—she’s a specialist in all of them and 
more! 

To keep those appetites well-tempted, she 


SHE'S SO SURE WHEN GOOD HOUSEKEEPING SAYS SO! 


(whose job is Caterer) 


turns to Good Housekeeping—the magazine 
that caters to her, with nearly three times as 
many food service pages as its nearest com- 
petitor in the field. 

When she tries the new foods and ideas 
she finds in its pages—both editorial and ad- 
vertising—she’s sure of the results. Because she 
knows that every recipe and new food prod- 
uct has been tested—and tasted—in Good 
Housekeeping’s famous kitchens. No wonder 
this is the magazine she learns by, lives by— 
buys by—in a mood of confidence! 


HE CONFIDENT WIFE 


144.5% MORE FOOD SERVICE PAGES in Good Housekeeping 
than in its nearest competitor, twelve months of 1957 


(Lloyd H. Hall Co.). 


The buying guide of 
$1,000,000 women (Crossley) 


P GvarcNved by 
84.2 Good Housekeeping 
tor 


we 
4S apvenristo THOS 


17.2 


A Hearst Magazine 


Good Magazine Magazine 
Housekeeping B Cc 
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that measures the power 


of the advertising page! 


. . . Not just the issue. Until now, all magazine media studies 
have measured only the issue. 

How many copies of the issue are bought — ABC Circu- 
lation, 1914. How many people look into the issue — Total 


Audience, 1939. Initial and repeat reading of the issue — 


Reading Days, 1956. 

“What proof can you give me,” advertising has asked the 
magazines, “of reader exposures to my own individual ad- 
vertising page?” 

Now, in a major media-research breakthrough, that ques- 
tion is answered — by the new study of Ad Page Exposure, 
done by Alfred Politz in consultation with the Advertising 
Research Foundation for The Saturday Evening Post. 


AD PAGE 


EXPOSURE 


Now, for the first time, you can measure the power of the 


magazine page to provide face-to-face contacts . . . to bring 


readers within immediate visual range of your ad. 

Now you have a bulls-eye measure of how many times a 
magazine audience is exposed — not just to the issue, but 
to your page. It is the difference between knowing how many 
customers walk into a store — and how many come to the 
counter where your goods are displayed. 


This new measure was two years in the making. The inter- 
view method was tested for accuracy by seven separate check 
studies. It proved extremely precise. (Respondents under- 
stated actual page exposure by 3%.) 


A national sample of more than 12,000 people was inter- 
viewed by the Politz staff. Here is the major finding: 


Alfred Politz proves that, in an average issue, your 
advertising page is exposed to the readers of The Satur- 
day Evening Post over 29,000,000 times. 

That your advertising page in a single copy of the Post 
makes 5.8 such customer contacts. 


This figure of over 29 million, remember, refers to one 
page, the average advertising page, your page. And it 
means more than 29 million proved contacts with readers. 

Almost incredible, until you think back to what you 
already knew about the Post. Such things as (1) longer 
time spent with the magazine, (2) editing planned to attract 
real readers and bring them back, (3) an editorial blue- 
print drawn for sustained interest, page after page, (4) an 
audience of alert, intelligent young women and men, (5) 
the liking and approval of Post ads by 9 out of 10 readers. 

Cost per reader exposure to your advertising page: less 
than one-twelfth of one cent. 

The people contacted: PosT-INFLUENTIALS—active leaders 
on every spending level who recommend, talk about the 
things they read in the Post. 

For complete details, please call your Post salesman or 

write to the Research Department, The Curtis Publishing 
Co., Independence Square, Philadelphia 5, Pa. 
NOTE TO OTHER MEDIA: Because of the importance 
of this new study, its techniques and methods will be made 
available to any medium wishing to apply the measure. This 
information will be furnished as soon as complete data are 
published. And we assume that the standards of the Adver- 
tising Research Foundation will be met in using it. 
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NOW! First magazine study 
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One-way mirror test was one of seven separate check studies that 
proved accuracy of interview method. Here, unseen observers record 
page exposures by readers. Subjects, interviewed next day, accurately 
reported actual ad page exposure as recorded by the observers. 


The Saturday Evening 


| Bt OOM Sell the POST WV INFLUENTIALS -they tell the others! 


A CURTIS MAGAZINE 
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The Editorial Viewpoint ... 


‘Sell Now’ Is Better 


While the “You Auto Buy Now” and other movements designed to 
influence the spending of money by the general public have had re- 
markable success in many instances, it is generally recognized—we 
hope—that they succeed because they call some honest-to-goodness 
salesmanship into being, rather than because the general public re- 
sponds with alacrity to generalized appeals to spend more of its 
money. 

Actually, “You Auto Sell Now” is a much more appropriate and 
sensible theme for this or any other season, because everybody except 
those who still believe in the mousetrap theory of marketing knows 
that practically nothing is bought until someone is sold. 

So we are glad to see such efforts to increase the effectiveness of 
selling as is being conducted by the three Fairchild daily business 
newspapers. Each of them has allocated a special editorial page in 
each day’s issue for an indefinite period to present spot news of re- 
tail and manufacturers’ promotions. 

All phases of selling and promotion are being covered, the idea be- 
ing to emphasize what is being done to move merchandise, with the 
hope that more and more retailers and manufacturers will tie in or 
develop special intensified selling programs of their own. 

Let’s hope the lesson takes. Certainly we could use a little more 
intensified selling effort on a lot of fronts these days. 


Don't Even Kid About This 


The head of a small West Coast agency who appeared as a member 
of a panel at an fm broadcasters meeting in connection with the Na- 
tional Assn. of Broadcasters meeting in Los Angeles is reported to 
have told the fm operators that advertising agencies would be more 
interested in their medium if their advertising rates were higher. 

Asserting that agencies are always interested in any advertising 
medium which will do a good job for their clients, he is reported to 
have gone on: 

“But we also want to make some money, and we would rather make 
a lot than a little...I am always mindful of the fact that 15% of 
$1,000,000 is more than 15% of $1,000.” 

We gather that this was said at least partly in jest. But it was in 
bad taste, and it is poor public relations for the advertising agency 
business. There are any number of advertising media—and some ad- 
vertisers—who are convinced that this is no jest at all, but the invar- 
iable policy followed by agencies all over, and under all circum- 
stances. And in some instances they are, unfortunately, right. 

Certainly this is not a matter for light statements or for jokes. On 
the contrary, it is worth the most serious and concentrated attention 
on the part of advertising agencies, and the slightest suspicion of 
cynicism on the subject ought to be avoided like the plague. 


Racketeering ‘Ad’ Salesmen 


The news has been full lately of revelations about the “advertising” 
methods of certain publications allegedly representing organized labor 
in the state of New York, and there have been indications that these 
revelations have shocked a good many burghers of one kind or anoth- 


—John 8. Barrows Advertising, Denver. 


“He says he can’t combine subliminal with motivation until he knows 
whether he can take 2% on the net.” 


Bh dip chen yy Nee 


er, whose naivete is apparently matched only by their political zeal. 

Racketeering advertising salesmen, representing labor, or political 
machines, or even sometimes worthy charitable organizations, are no 
news to the advertising manager who has been doing his best to fend 
off their depredations for lo these many years. 

A good many things, good and bad, go under the name of advertis- 
ing. And one of the worst of them is the sale of advertising space that 
represents no advertising at all, but at best a charitable contribution 
and at worst a spot of blackmail. None of them is worth discussing or 
supporting as advertising, and they ought not ever to be dignified by 
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being called by that name. 


Use Your Own Ideas, 
Pharmacists Told 

There is another reason why I 
| think custom-made ads are more 
| effective than advertising mats, in 
| general. With so much slick, ex- 
| pensive advertising around, phar- 
macists would do well to leave the 
slick expensive advertising to oth- 
er and perhaps bigger firms. In 
order to stand out in the barrage 
of advertising that meets the pub- 
lic eye daily, the pharmacist’s ace- 
in-the-hole is his own mark of in- 
| dividuality. You need not be slick | 
—in fact, very often the homespun 
| approach is a great deal more ef- 
| fective. The one basic requirement 
|is that you put across your own 
| identifying flavor. Your individ- 
|uality is the one mark of distinc- 
tion no other retailer can lay claim 
|to...I think it’s a big mistake to 
|imitate exactly, merely because a 
/method has been successful for 
| someone else. It’s much wiser to 
|adapt successful methods to suit 
| your own needs, or to work out 
| new ideas for yourself. 
} —Charles C. Rabe, Chas. Pfizer & Co., 


before the sixth annual pharmacy 
seminar, Texas Southern University. 


Shortsightedness 

I was interested to note that sev- 
eral publishers to whom I talked 
in Washington observed that their 
national advertising was down as 
much as 40% in the first quarter, 


# # 


What They're Saying... 


while their local advertising has 


# 


held up reasonably well. 

I can think of no more short- 
sighted action than this on the part 
of national advertisers. The very 
people who have most at stake in 
the survival of our free economy 
should be betting on its growth, 
rather than hedging on its possible 
failure. 


—Vice-President Richard M. Nixon, 
speaking at the annual dinner of the 
Bureau of Advertising, ANPA, in New 
York April 24. 


Athletes and Account Execs 

“Keep young with Yogurt—Dan- 
non Yogurt. 

Look who’s eating Yogurt: 

Glamorous tv stars who jealously 
guard 

That radiant Yogurt complexion; 

Famous athletes and Madison Ave. 
executives 

Who keep young with Yogurt.” 


—Dannon Yogurt radio spot on sev- 
eral New York stations. 


Monotony, Man 

The real complaint against at- 
tempts to persuade the public that 
Cigaret A is better than Cigaret B 
is that, repeated with monotonous 
vehemence, this sales talk becomes 


very, very tiresome. 


—Editorial in The Register, Torring- 
ton, Conn. 


So They Say 
A sudden thought: “Say Buy- 
Buy to the recession.” 


—Sol Padlibsky, in his column, “Of 
All Things,” in the Daily Mail, 
Charleston, W. Va. 


Advertising Age, May 19, 1958 


Rough Proofs 


Maybe “You Auto Buy Now” is 
| sophomoric, as Larry Chait insists, 
| but the industry is delighted at last 
to have found something that 
works in 1958. 


“Cue finds 91% of its readers 
drink whisky,” the headline says. 

But of course this doesn’t inter- 
fere seriously with their looking at 
the ads. 


Harry McMahan admires the 
Piel beer ads on tv, and says the 
series “did more than any other on 
the air to jar Madison Ave. out of 
its lethargy.” 

Even more important, it jarred 
beer drinkers out of their lethargy. 


With Rambler sales running al- 
most double those of a year ago, 
the U. S. entry in the small-car 
derby is leading the field by sev- 
eral lengths in the back stretch. 


The small foreign cars, says, S. I. 
Hayakawa, “give out simple, un- 
assuming messages devoid of delu- 
sions of grandeur.” 

Delusions of grandeur disap- 
peared when everybody got fins. 


Henry Kaiser went on the air 
one Sunday evening recently to 
shake the hand of Bret Maverick, 
assert his faith in the future of 
America, and renew his sponsor- 
ship of the tv show. 


“Want to live well in a progres- 
sive community, and say goodby to 
commuting, too frequent overtime 
and the ulcer-breeding atmosphere 
of ‘fast-and-turnover’ organiza- 
| tions?” asks an agency looking for 
a creative man. 

Your creative man _ probably 
likes the atmosphere, if not the ul- 
| cers. 


“Are you tired of viewing the 
same old stock photos of farm ani- 
mals?” asks an agricultural art 
service. 

Susie the sociable secretary says 
she thought that was the only kind 
you could get. 


Conn Organ Co. has changed ad- 
vertising agencies, thus making 
sweet music for one organization 
}and playing some discordant notes 
| for another. 


® 

“Louise Suggs says you can play 
them close to the pin with Mac- 
|Gregor ‘Empress’ woods and irons.” 
Louise just means that she can 
play them closer to the pin. 


| ° 
Talk is no longer cheap, and the 
independent telephone companies 


| underscore the fact by pointing out 
|that you are still paying a 10% 
| federal excise tax on your phone 


‘bill. 
e 


The Pullman Co., offering one 
kind of rail service the air trans- 
port companies can’t duplicate, has 
decided to discontinue its national 
advertising. 
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Of all man’s clothes, what is more utterly Babbitt than his underwear? 
Now Hanes changes all that with a new line of luxurious 
underwear that’s truly posh. 


To announce Custom Quality Hanes, national advertising 
reminds the ladies that men like elegance, that there’s a little 
of the rajah in their men, too. 


Young-minded package goods merchandising like this helps keep our 
client of 48 years busy adding to his lines. And to his plant capacity. 


All of which means P. H. Hanes Knitting Company sales figures 
stay on the posh side, too. 


W. AYER & SON, INC. 


Philadelphia » New York + Chicago + Detroit - San Francisco + Hollywood + Boston + Honolulu 
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in the battle for the dollar, 


these generals make sure their campaigns 


Mills, General Motors—all agree it’s sound 
strategy to be on the CBS Radio Network. 
Along with scores of other top-ranking 
national advertisers, they know that on 
CBS Radio, commercial salvos hit more 
listeners (47% more people listen per com- 
mercial minute than on any other radio 
network). And they hit them harder. (By 
its very nature, CBS Radio programming 
screens out the non-listening listener.) 
are on the CBS Radio Network. Maybe 
what’s good for them is good for you 
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You get bigger, 


more rewarding results 


and you influence best 


the Mountain Westin... 


0 New 


oo 


THE 


The Mountain West is a leader in population 
gain, higher education, and community growth. 
And the leading magazine in this fast-growing 
market is the all new Improvement Era. 


Improvement Era 


Advertising offices are located in: San Francisco, Los Angeles, Chicago, New York, Minneapolis, 
Salt Lake City, Utah. Verl F. Scott, Advertising Director, 50 N. Main St., Salt Lake City, Utah. 


Balaban Buys KGKO, Dallas 

Balaban Stations has purchased 
| KGKO, Dallas radio station, from 
| Lakewood Broadcasting Co. for an 
|undisclosed price. The sale awaits 
approval of the Federal Communi- 
ae wn Commission. The Balaban 
|group also owns WRIT, Milwau- 
kee; WTVO-TV, Rockford, II1.; 
WICVS-TV, Springfield, Ill., and 
WIL radio, St. Louis. 


Atherton & Currier Adds | 

Atherton & Currier, New York, 
has been appointed to handle ad- 
vertising for Aunt Millie’s Sauces, 
Hawthorne, N.Y. Aunt Millie’s 
manufactures a line of food prod- 
ucts now in distribution in parts of 
the New York metropolitan area. 
Promotion and _ advertising is 
scheduled for the fall. 


KAKE Names Venard, Rintoul 

KAKE, Wichita radio station, has 
appointed Venard, Rintoul & Mc- 
Connell as its representative re- 
placing Joseph Hershey McGillvra 
Inc. 


RECESSION? 


Definitely NOT for nurses! 


More nurses are employed today than ever before 


in history. 


Employment opportunities for nurses were never 


greater in number or scope. 


The total income of nurses in the United States is 


currently at an all time high. 


Despite the steady stream of new graduates and 


re-activated nurses into the profession this year, over 


50,000 nursing positions remain unfilled. 


Nurses’ 


purchasing power and market influence 


were never so great as they are today. 


The American Journal of Nursing is also happily sharing in the profession’s good fortune with both 
circulation and advertising volume at all time highs. Advertisers, in ever increasing numbers, are 


swinging their schedules so as to attract the attention of the Journal’s 387,000 recession-proof readers. 


In your search for new horizons to replace sagging markets, explore the unlimited possibilities of this 


highly stabilized, ever expanding audience of registered nurses. It is truly one of the very few market 


areas of today with an ascertainable growth potential. 


For a brief outline of how this highly responsive yet low cost audience can be used to your special 


advantage, simply write to: 


THE AMERICAN JOURNAL OF NURSING 


official monthly publication of the American Nurses’ Association 


Two Park Avenue, New York 16, N. Y. 


Advertising Age, May 19, 1958 


$2,500,000 Ad, 
PR Push to Aid 


Cuban Tourism 


Travelers Will Be 
Greeted by ‘Continuous 
Giveaway’ Program 


HAVANA, May 13—Cuban hotels, 
airlines, night clubs and similar 
business organizations catering to 
tourists are about to launch a wide- 
spread, all-inclusive advertising, 
publicity and public relations cam- 
paign in the U. S. and Canada 
aimed at stimulating tourism to 
Cuba. The groups have set up a 
joint fund of $2,500,000 to be spent 
in 1958 and 1959. 

Plans for this big drive, unprec- 
edented in Cuban tourist business 
history, were disclosed at a meet- 
ing of representatives of the travel 
industry held here last week. 

The plan, details of which are 
being ironed out, will be developed 
by the New Cuba Pro-Tourism 
Committee, made up of executives 
of the travel industry and includ- 
ing both the Cuban and American 
chambers of commerce and the Cu- 
ban Tourist Commission. 


® One of the working groups of 
the New Cuba Pro-Tourism Com- 
mittee—the foreign relations sub- 
committee—has planned a trip to 
Washington, D. C., in the near fu- 
ture to get the ball rolling. This 
group consists of four hotel men, 
two airline executives, a night club 
administrator and the president of 
the tourist commission. 

A number of U. S. companies and 
U. S. business executives active in 
Cuba are involved in the plan. 
Among them are: Pan American 
World Airways, National Airlines, 
the American management of the 
Havana Riviera and Capri Hotels, 
the president of the American 
Chamber of Commerce in Cuba 
and the local committee of the 
American Society of Travel Agents. 

The campaign is scheduled to 
cover the entire U. S., but with 
special emphasis on the states east 
of the Mississippi and on eastern 
Canada. 


= Complementing this foreign 
phase of the plan, the committee 
said it will simultaneously launch 
an equally unprecedented domestic 
plan consisting of a continuous 
“giveaway show,” in which every 
traveler arriving in Cuba by air, 
steamer or ferry is to be an active 
participant—and winner. The give- 
away plan embraces gifts running 
from the cost of a complete vaca- 
tion in Cuba to lifetime supplies of 
cigars, perfumes, liquors and “sur- 
prise packages.” # 


‘Buffalo News’’ Anderson 
Retires after 37 Years 

Ernest D. Anderson, ad director 
of the Buffalo Evening News, re- 
tired May 1 after 
37 years with the 
newspaper. He 
joined the News 
in 1921 following 
a ten-year adver- 
tising career with 
the New York 
Telephone Co., 
the Southwestern 
Telephone & Tel- 
egraph Co. and 
the Federal Tele- 
phone & Tele- 
graph Co. 

He became advertising manager 
of the News in 1929 and was ele- 
vated to advertising director in 
1956. Gordon Smith, who became 
advertising manager in 1956 suc- 
ceeding Mr. Anderson, continues 
in that post. The title of advertis- 
ing director will not be used. 


E. D. Anderson 
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The People’s Choice 
by a landslide in 


THE UNIT STATE 


ELECTION RETURNS 


AMONG THE FARM PUBLICATIONS YOU HAVE 
LISTED, WHICH SINGLE ONE DO YOU AND YOUR 


FAMILY FIND MOST HELPFUL? 
(Coverage of 4726 farms) 


OF AMERICA 


MALE FEMALE 
PREFERRED PUBLICATION NUMBER &% (2288) NUMBER % (2438) 
Midwest Farm Paper Unit 1120 48.9 1023 
Farm Journal 462 20.2 654 ‘ 
Successful Farming 411 18.0 426 f 175 = 
a pa - ote McCann-Erickson survey shows 


The outcome was never in doubt. But 
it’s always good to have the proof come 
from an independent and unbiased source. 
The market research division of McCann- 
Erickson, Inc. conducted the farm media 
study and compiled the results. As usual, 
Midwest Unit Farm Papers were “‘the 
people’s choice” by an overwhelming 
majority. 


Farm women voted their localized 
Unit farm papers ‘‘most helpful’’ by 
almost as strong a majority as their hus- 
bands. Naturally, they would—because 


they are active partners in the business 
and as intensely interested in timely, 
local news and practical new farming 
ideas as the men of the family. Unit 
farm papers deal exclusively with specific 
local farm and family subjects. 


The ‘‘people’s choice” in THE UNIT 
STATES OF AMERICA is the logical choice 
for you in selling the “richest 8 of the 
48” states. 


Buy the Unit—one medium coverage, 
one order, one plate at a substantial 
saving in rates. 


helpmates agree with husbands in 
voting Midwest Unit Farm Papers 
“most helpful’ publications 


What farm magazines and 
farm papers do you and your 
family receive regularly? 


(Coverage of 


PUBLICATION NUMBER 4726 Farms) 


Midwest Farm 


Paper Unit 3905 82.6 
Farm Journal 3246 68.7 
Successful Farming 2927 61.9 
Capper’s Farmer 2128 45.0 


eeeeeeeeseeoeeeeeeeeeeoeeeeeeeeeeeve 
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ADDRESS: MIDWEST FARM PAPER UNIT. Sales offices at: 35 E. Wacker Drive, Chicago 1 . . . 250 Park Avenue, 
New York 17, New York .. . 110 Sutter Street, San Francisco . . . 159 S. Vermont Avenue, Los Angeles 4. 


ADVERTISE MOST WHERE FARMING IS BIG BUSINESS...AND GOOD LIVING 
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Ronnie Ratliff gets last minute instructions from 

his manager Bill Robicheaux, before entering the ring 
for the championship bout in the 112-lb. division, 

in the 81st Annual Golden Gloves Finals, March 5, 1958, 
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10 MINUTES TO FAME... 


The stakes are high! 


Pugilistic fame, sport page headlines, maybe 
even a diamond-studded belt for a determined 
young gent with rosin in his dreams. 


Since 1928, many a young leather pusher has 
springhoarded to a boxing crown from the 
Tribune’s Golden Gloves Tournament. And 
close to 2,000,000 fans have cheered as the 
best of the amateurs have slugged it out in 
Golden Gloves bouts. This great Tribune- 
originated, Tribune-sponsored event has done 
much to make amateur boxing one of the 
nation’s most widely followed sports. 


Whether it’s selling a sports event or the prod- 
ucts of industry, the Tribune has the punch 
and the power needed for success. 


In Chicago and suburbs more families read 
the Tribune than read the top 7 national 
weekly magazines combined. More than 6 


The Tribune can do almost anything in Chicago 


times as many Chicagoans turn its pages as 
turn on the average evening TV show. And 
the Tribune was the only Chicago newspaper 
to show a gain in total daily net paid circu- 
lation during the 6 month period ended Sep- 
tember 30,1957, over the same period in 1956. 


How does the Tribune’s selling power stack 
up against other Chicago newspapers? Here’s 
your answer from Chicago department stores. 
In 1929, they invested 36.5% of their news- 
paper advertising dollars in the Tribune. Jn 
1957, this investment had increased to 55.2%. 
This is a 9 million dollar vote of confidence in 
the Tribune’s greater ability to produce results. 


The Tribune’s lead in department store ad- 
vertising expenditures over the second paper 
last year was $6,460,620 or 185.3%. 


Why not put the Chicago Tribune to work 
for you, too? 
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Ths offteenad teste cabserved ty the ( stiforms 
‘Trathy Salety Fouucdsnon, 2 SIMCA cars 
delivered 42.6 MPG. The run was brow San 

Francises to Los Angeles, 383.4 miles, 

‘They vsed cxsctly 9 gulians of regutar 

erdine Tremendous pertorinans¢ by the fie ie 
Beomomy King, the 4 door lamily-sive § Crormas delieery, ine 


SEMCTA And the pence’ A happy surpete! Sooner oor . 
 BIMIGA, INGC., 248 Park Avenue, Mew York #2, Kew Yorn 


| 
OFFICIAA—The French Simca will | 
use these “official report” ads in| 
‘nine U.S. magazines. Richard N. 
Meltzer Advertising, San Francisco, | 

is the agency. 


Ads for French 
Simca to Contain 
No Froufrou Copy 


San Francisco, May 13—Richard | 
N. Meltzer Advertising will es- | 
chew the usual format for foreign | 
car ads in its upcoming campaign 
for the French made Simca. The 
factual approach will be used, 
with copy identified as “official 
reports.” 

Most imported car advertising 
contains three major flaws, Mr.) 
Meltzer believes: Cars are sold as 
second cars; ads are aimed at the 
“smart set”; and most ads are 
either snobbish or apologetic. 

Neither will the campaign use| 
the superlatives or catch phrases 
which, the agency says, abound in| 
U.S. auto advertising. 

The “official report” ads will 
run in Esquire, Holiday, Motor 
Trend, The New Yorker, Reader’s 
Digest, The Saturday Evening 
Post, Sports Illustrated and Time. 
Dealer co-op newspaper and spot 
radio ads also will be used. 

“Meltzer is selling the Simca) 
with nothing but the facts,” the| 
agency says. Reports will contain} 
testimonials from automotive and) 
fan magazines, plus results of 
Simca performance tests, to give 
the ads believability. Gas mileage, | 
“roadability” and dependability | 
are among the features to be 
presented in the series. 

The ads will also avoid the 
“foreign car” flavor, and to this 
end the Simca models have been 
given American names; the Cha- 


DID YOU | 
KNOW? 


GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 


PLANOGRAPH! 

WHY TAKE LESS? 
Singleweight Quantity ix? 6210 
Glossy 25 $ 2.75 $ 4.00}], 
Prints 50 450 6.00 |] 

100 8.00 9.50] ] | 

250 17.50 22.50}. 

500 30.00 42.50 
1000 55.00 75.00 
Negative 1.15 1.65 


PHOTO BLMiGe 


59 E. Illinois St., Chicago 11, Hl. 
Whitehall 4-2930 


\telaine is now called the 
station wagon, the Intendante is! 


Simca 


the Simca pick-up, and the Oceane 
is simply the Simca convertible. # 


Branham Names Campbell VP 


Thomas B. Campbell, director of 
radio and tv sales for the Branham 
Co., radio and tv station represen- 
tative, New York, has been ap- 
pointed vp in charge of station re- 
lations. Mr. Campbell will super- 
vise station relation activities of 
the 11 Branham offices. 


NTA Adds Four Salesmen 
to Owned Stations Staff 
Norman Cissna, Lionel Furst, 
Paul O’Brien and Augie Cavallaro | 
have joined the newly formed na- 
tional sales department of Na- 
tional Telefilm Associates’ owned 
stations. The New York tv film| 
company’s stations include KMSP- | 
TV, Minneapolis, and WNTA-TV) 
and WNTA, Newark. 


manager for NTA stations, with 
headquarters in Chicago. Mr. 
Furst, previously with Burke-Stu- 
art Co.; Mr. O’Brien, formerly with 
Rollins Broadcasting, and Mr. Ca- 


Adam Young Inc., will have head- 


office. 


Guild Films Appoints Two 


Robert Mooney, formerly with 


Advertising Age, May 19, 1958 


| sociated Artists Productions, have 
been appointed to the sales staff 
of Guild Films, tv film producer 
and distributor, New York. Mr. 
Mooney will have headquarters in 


| vallaro, who was associated with! New York, while Mr. Montgomery 


will have offices in Dallas. 


/quarters in the NTA New York} 


Kelly & Lamb Names Hoffman 
| Frederick R. Hoffman has been 
appointed head of the art depart- 
j|ment at Kelly & Lamb Advertis- 


Mr. Cissna, formerly with the|C&C Television Corp., and Robert ‘ing Agency, Columbus, O. He has 
| Meeker Co., will be midwest sales| Montgomery, previously with As- | been with the agency since 1954. 
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Advertising Age, May 19, 1958 


Original Pizza Sets Push 

: Original Crispy Pizza Crust Co. | 
is introducing a frozen divided- | 
pack pizza with what is reported | 
to be “the largest advertising and 
promotion campaign ever con- 
ducted by a frozen pizza manufac- 
turer.” Breaking later this month 
in the New York metropolitan 
area, the promotion includes news- 
paper pages, radio, television, 
point of sale and a free offer to 
consumers. Ben B. Bliss Co., New 
York, handles the account. 


| Courie Adds Duties at NC&éK 


Adrian Bryan Courie, group copy 
supervisor at Norman, Craig & 
Kummel, New York, has been ap- 
pointed a tv and radio copy su- 
pervisor. Miss Courie will continue 
in her present post in addition to 
her tv and radio assignment. 


Lyons Named Dowd VP 
William J. Lyons, director of 
radio and tv at Dowd, Redfield & 
Johnstone, New York, has been ap- 
pointed a vp of the agency. 


$1,000,000 Suit 
Charges TV's ‘Dotto’ 
‘Misappropriated’ 

New York, May 13—Movie pro- 


ducer David Robbins has filed a 
$1,000,000 suit against seven de- 


\jeff Inc., Television Productions 
|Ine., Colgate-Palmolive Co., Ted 
Bates & Co. and the Columbia 
| Broadcasting System. 


|@ Mr. Robbins charges that he 


| presented a television show idea 
}called “Junior Journal” to Frank 


Cooper Associates in which there 


fendants, charging that the “Dot-| was a segment called “Who’s Dot?” 
to” television show was misap-| Contracts were prepared in Feb- 
ruary, 1956, but negotiations were | 
The defendants are Frank Coop-| never concluded. 


propriated from him. 


er Associates, Sy Fischer, Mar- 


Subsequently, 
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It’s possible to bat .1000 
—and never make a run. 
You can have a great product 


that gets 


—and never sell it. 

On scoreboard and sales chart 
—it’s getting home that counts. 
Vogue is the medium 


fashion home 


... that gets a fashion idea 
out of the showroom 


and 


into the plans 


of every woman in America. 


Vogue is 


the magnetic 


editorial concept 

that turns every issue 

into smart America’s 

fashion authority on 

all the arts of living. 

Vogue is the selling force 

that retail America counts on, 
buys on, sells on. 

Vogue is the fashion power that 
ultimately sells all America. 


take 


: - 
Wheaeqaente 


That’s why advertisers 

buy more pages in Vogue than in 
any other woman’s magazine. 
Let the driving force 

' of Vogue’s pages 


your product 


or service out to all America. 
Let Vogue bring you home. 


Vogue, 420 Lexington Ave. 
New York 17, N.Y. 
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the selling power is fashion... the fashion power VO GUE, 


according to Mr.) 


21 


Robbins, a program called “Dotto” 
was packaged and sold by Cooper 
to Ted Bates & Co. for its client, 
Colgate-Palmolive Co. Mr. Robbins 
charges this is a misappropriation 
of his program and format. 

The defendants have entered a 
general denial to the misappropri- 
ation charges and have asked for 
a bill of particulars, on which a 
hearing is pending. + 


N.Y. Adwomen Elect Stock 

Mrs. Emma E. W. Stock, co- 
director of advertising, Forbes 
magazine, has been elected presi- 
dent of the Advertising Women of 
|New York. Margot Sherman, vp 
of McCann-Erickson, was elected 
vp. She is also the club’s nominee 
for “Advertising woman of the 
year.” 


Siesel Gets Spode China 

Copeland & Thompson, importer 
|of Spode china, has appointed Har- 
old J. Siesel Co., New York, to 
handle its advertising. The com- 
pany formerly placed its advertis- 
ing direct. 


IN 6 MONTHS: 


Now 


we 


th 


‘NATIONALLY 


8th (from 19th) among all CBC 
shows! Outrates “Have Gun 
Will Travel’, “Dinah Shore’, 
“Disneyland’”’, etc. 


| Network rating higher every 


_ rating period, now 41.0! 


21% increase in homes 
reached ! 


| 30% increase in viewers! 


Pre-tested as popular movie and 
through dozens of famous Satur- 
day Evening Post stories, TUG- 
BOAT ANNIE helps Lever 
Brothers Limited of Canada win 
friends and influence sales. Lever 
Brothers’ success story gives 
proof of greater profit than ever 
for you in your own market. Of 
course, the American premiere 
market showing is swamping 
all competition too! 


ie bes Pat 


the adventures of 


TELEVISION PROGRAMS OF AMERICA, INC. 
488 MADISON « N.Y. 22 + PLaza 5-2100 
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*A year-round series of hour-long comedies, 
musicals and dramatic programs entitled 

“The Westinghouse Desilu Playhouse,” plus 
7 Westinghouse Lucille Ball-Desi Arnaz “specials.” 
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_ You can be sure 
m-if you re Westinghouse @ 


It would be hard to find an advertiser whose range of television 
experience has been so broad and consistent as Westinghouse. 


Week after week for nine solid years, Westinghouse has demonstrated 
products ranging from an electric light bulb to an atomic power 


station that lights an entire city. 


It has presented to a constantly growing television audience, programs 
of every kind—daytime and nighttime, drama and musicals, one-time 
“specials” and entire election campaigns. Today the audience for its 
weekly dramatic program is 28 times larger than it was nine years ago. 


Westinghouse has just underscored its confidence in the medium 
it has come to know so well. It announced that next Fall it would 
continue to talk to its customers through a weekly network hour; 

it would embark on an even more ambitious scale of programming ;* 
and it would increase its annual television investment. 


What is perhaps most significant about this decision is that it is 
not based alone on the spectacular audiences that television 
occasionally delivers—such as the 60 million viewers who watched 
Westinghouse messages on the CBS Television Network during 
the national political conventions. It is based equally on a firm 
belief in the fundamental values of television: the unique impact 
of each television impression; the vast audience that even 

the average program attracts; and the cumulative effect of these 
impressions week after week over a sustained period of time. 


Like Westinghouse you can be sure of finding television’s unique 
values—and indeed television’s largest average audiences—on the 


CBS TELEVISION NETWORK 
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Cuban TV Station Covers |ship of the Gillette Co. These are | 
U.S. Baseball Games ‘continuing this year on CMBF-| 


CMQ-TV, Havana, is bringing | TY» #@vana. | 


Cuban televiewers big league base- |, . 
ball every Saturday afternoon via) Selecciones’ Advertisers 


the “over the horizon” system | Offered More Flexibility 
recently installed between Florida| Effective with the September 
City, Fla., and Guanabo, Cuba. |issue, advertisers in the Caribbean 
The program is telecast direct |edition of Reader’s Digest will be 
from the ballpark every Saturday able to pinpoint their messages to 
beginning at 1:30 p.m. different markets by making on-| 
The first game covered was the press advertising changes—on 
April 19 Detroit-Cleveland contest.|black ink plates only. There will 
Shell Oil and Tropical Brewery | be a $50 charge for each change. 
are sponsoring the games. The first) Selecciones advertisers will thus 
U.S.-to-Cuba telecasts began last | be able to alter their edition ad to 
year with coverage of the Friday reach these markets: (1) Cuba,| 
night prizefights, under sponsor-|(2) Puerto Rico, 


(4) Peru, (5) Colombia and (6) 
the Central American republics 
and Ecuador. C. R. Devine, inter- 
national ad director, points out 
that this will enable advertisers 
to list local distributors and quote 
prices in looal currencies. 


Houx Opens Agency 
Shelton R. Houx has resigned as 
manager of the Des Moines office 


lof J. M. Hickerson Inc., and has 


opened his own agency at 201 
Cooper Bldg., Des Moines. Before 
going to Des Moines three years 
ago, Mr. Houx was with McCann- 
Erickson, Chicago, and N. W. 


(3) Venezuela, | Ayer & Son. 


IRE always remembers the man. This year IRE hon- 
ors Charles P. Ginsburg with the Vladimir K. Zworykin Tele- 


vision Prize Award for his contributions to the development 


video magnetic recording which makes possible instantaneous 
rebroadcasting with sharp, clear pictures. This and all other 
advances toward man's future made better by radio-electronics 


is part of a history recorded and promulgated by 


The Institute of Radio Engineers. 


» you if he sees your sales message in his own 


Proceedings of the IRE 


THE 


Chicago + Cleveland «+ San Francisco 


INSTITUTE OF RADIO ENGINEERS 
Adv. Dept., 72 West 45 Street, New York 36, N. Y. 


of 


=» On the advertising pages of Proceedings your products and services also 
= become part of the record of radio-electronics. It will help the man remember 


professional journal. Remember, 


if you want to sell the radio industry, you've got to tell the radio engineer! 


rN 


los Angeles 


YOU'RE ONLY 


_ HALF-COVERED 


IN NEBRASKA 
IF YOU DON’T USE KOLN-TV! 


LINCOLN A-Z ARB SURVEY 
JANUARY, 1958 


. 

The Fel yer Halions 

a 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO.BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOQ 
KOLN-TY — LINCOLN, NEBRASKA 

Associoted with 
PEORIA, 


Avery-Knodel, Inc. 
Exclusive National Representatives 


Have you noticed how much 
the Nielsen NCS No. 2 has 
expanded Lincoln-Land? 


There are only two big markets in Nebraska, and 
you can’t get them both with any one TV station. 


All surveys prove that KOLN-TV is essential for satis- 


Lincoln-Land — 232,937 television 


for all the facts on KOLN-TV — 


the Official Basic CBS Outlet for South Central 


Viewed Most Viewed Most factory coverage of 
Before 6:00 P.M. After 6:00 P.M. families in 69 counties. 
KOLN-TV 29% 48% 
Station B 21 19 Ask Avery-Knodel 
Station C 16 13 
Station D 4 9 Nebraska and Northern Kansas. 
we nny 


CHANNEL 10 © 316,000 WATTS © 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET 


Advertising Aye, May 19, 195 


Getting Personal 


Sig Larmon, president of Young & Rubicam, has received a Com- 
mission of Honor from New York Community College for his work 
as information-education chairman of the Citizens’ Committee to 
Keep New York City Clean Inc. . . 

Joe Stone, vp of J. Walter Thompson Co., New York, has written 
words and music for “That Daffodil Feelin’,” the latest tune to be 
recorded by Sammy Kaye for Columbia. No tyro tunesmith, he also 
collaborated with Robert Allen on “I Just Don’t Know,” which was 
recorded by the Four Lads and sold to the tune of 400,000... 

Alice Valenstein, painter and wife of Grey Advertising’s Larry 
Valenstein, will have her first one-man show in New York May 19 
at the Krasner Gallery... 

Elizabeth Boucher, director of sales service for the ABC Radio 
Network, will be married May 29 to William C. Kelley of Sinclair 
Refining Co. They’ll honeymoon at Virginia Beach. . . 

John F. Noone of Ideal Publishing Corp. has been named chair- 
man of the advertising, radio and tv division of the Cardinal’s 
committee of the laity for the ’58 fund appeal of New York Catholic 
Charities. Heading up the various divisions will be Thomas Shanley, 
of Warwick & Legler; Jack Reiss, of The American Weekly; Thomas 
J. Fahey, New York Times; and Eugene J. McCarthy of NBC... 


TOP WINNERS—Richard C. Christian (left), exec vp, and Dan R. Col- 
lins (center), vp of Marsteller, Rickard, Gebhardt & Reed, Chicago, 
share cash prizes amounting to $750 in the agency’s annual competi- 
tion for the best speech, article, or published research making the 
“greatest contribution by the agency’s personnel to the knowledge of 
advertising, public relations or marketing.” President William A. 
Marsteller (right) makes the awards. G. D. Crain Jr., publisher of 
AA, was one of the judges. 


A Time Inc. romance blossomed into an April 27 wedding for 
Claire Werlemann, of Sport Illustrated’s ad department, and Frank 
Hurlburt Hall Jr., of Life’s ad department... 

Charles F. Adams, vp of MacManus, Johns & Adams, has been 
awarded honorary membership in Alpha Delta Sigma, national ad 
fraternity, by the ad students at Long Island University... 

James Playsted Wood, in the research department of Curtis Uni- 
versity, has written “The Story of Advertising” to be published 
May 19 by the Ronald Press. . .Jack Dillon, Fuller & Smith & Ross 
copywriter, is the author of a new Ballantine novel, “Our Kind of 
People.”. . 

Terry Murray, senior research associate at Cunningham & Walsh, 
gave his 7th New York recital at Town Hall May 1. His program 
ranged from the Preludes of Chopin to Stravinsky, von Weber, Wag- 
ner and Schumann... 

Arkady Leokum, vp and creative director at Grey Advertising, 
will retire Dec. 31 to “return to creative writing.” He will continue 
as a special creative consultant to Grey until Dec. 31, 1961. His 
first novel, “Please Send Me, Absolutely Free,” was published by 
Harper in 1947... 

The Voice of America has interviewed Maurice S. Peizer, techni- 
cal director of Paul Klemtner & Co., Newark, on his after-hours 
activity as president of the Nutley Little Theatre, a community 
theater group in Nutley, N. J. The interview will be presented on the 
Voice program, “Panorama,” designed to acquaint English-speaking 
people abroad with the way Americans use their leisure time.. . 

“Chiara,” a love story, was published May 19 by Alfred Knopf. It 
is the first novel of Gene D’Olive, account representative in the in- 
ternational department of J. Walter Thompson Co., New York... 

Lowell Mainland, vp of J. Walter Thompson Co. in San Francisco, 
has been named chairman of the pr committee of the United Cere- 
bral Palsy Assn. of San Francisco... 

Jules William Rabin, head of Jules Rabin Associates, Valley 
Stream, N. Y., has a new daughter named Claudia Lynn, born April 
3... Michael C. Horn, account exec at WNAC-TV (Yankee Net- 
work), Boston, will be married on July 12 to Helen M. Cupak of 
Willimansett, Mass. .. 

Maurice A. Belanger, of the ad staff of Aetna Life Insurance Co., 
Hartford, assumes office July 1 as president of the suburban East 
Hartford Junior Chamber of Commerce... 

Lee Schooler, president of the Public Relations Board, Chicago, 
has been appointed to the civic committee of President Eisenhower’s 
People-to-People program ...J. J. Hogan, sales manager of 1847 
Rogers Bros., has been named publicity chairman of the Meriden, 
Conn., 1958 Cancer Crusade... 

T. R. Watkins, eastern advertising manager, Family Weekly, who 
has been at Doctors Hospital since April 12 following a heart attack, 
is recovering nicely and hopes to be out of the hospital by the end 
of May and back on his job shortly thereafter , , , 
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” MeCall’ Ss Use-Test ed Pi ‘ogram 
Now Open to Qualified Brands 
in These New Product Gategories... 


CHINAWARE (—) \\ LIGHT BULBS 


CLOCKS, LIGHTING FIXTURES 
CUTLERY /// LUGGAGE 
GLASSWARE ~ NOVELTY HOME FURNISHINGS 
HAND GARDEN TOOLS =~ OUTDOOR GRILLS 
HOME INSULATING MATERIAL a )) SILVER PLATE 
HOME WORKSHOP TOOLS VACUUM BOTTLES 
0 INTERIOR PAINTS AND FINISHES WALL AND CEILING MATERIALS 


LAWN MOWERS AND ACCESSORIES Cv WORK CLOTHES 


Product Categories Previously Opened and. 
Eligible for McCall's Use-Tested Program 


IN THE EQUIPMENT INDUSTRY: IN THE FIELD OF HOME FURNISHINGS: 


All Electrical Blankets Pillows 
and Gas Household Appliances (electric and non-electric) Plastic Tableware 
All Non-Electric Housewares Blinds and Shades Rug Pads 
Counter Tops Kitchen and Bath Fixtures Sheets and Pillow Cases 


Electric Tools Kitchen Furniture Smooth Surfaced Floor Coverings 
Kitchen Cabinets (baby high chairs, carts, trays, tables) Ceiese 


TV Picture Tubes Laundry Hampers Wall Tiles 
Water Softener Systems Mattresses and Springs (both ceramic and plastic) 


NON-FOOD GROCERY PRODUCTS 
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HOW McCALL’S USE-TESTED PROGRAM 
CAN HELP YOUR PRODUCT AT POINT-OF-SALE 


How Product 
Is Tested .... 


Product Name 


Use -Tested 
Report ...... 


Specific 
Features..... 


Endorsement 
by McCall’s.. . 


McCall's USE-TESTED TAG Works at the Retail Level 


ALBANY 


ma, T 
— / MeCails 


w MeCalls 


- 


a © 
SE-TESTED 


TEST ROOMS we test new appliances and furnish- 
ings for the qualities and features you will find 
important when you use them in your own home. 
That's why, after we have tested a product and like 
it, we believe you will like it too. 


(BRAND) WASHER 


gave us consistently fine results. 


We used it with all types of wash loads, with hard water 
and soft, soap and synthetic detergents. Even with 
stubborn dirt, this washer produced bright, clean weli- 
rinsed washes, damp-dried. 


We found it does a norma! wash in completely automatic 
fashion from fill to finish. For small loads and not-so- 
dirty clothes, we cut water and wash time using the 
Twirl 'n Set control. 


We liked the full width light that illuminates the top 
surface and into the machine. The booster heater keeps 
hot wash water really hot. The powerful final spin 
meant we were able to iron many clothes directly from 
the washer. 


ST. LOUIS 


FEATURES WE ESPECIALLY LIKE: 
COMPLETELY AUTOMATIC — load it, set it, let the washer 
work. 


TWIRL ‘N SET CONTROL — lighted, flexible, easy to use. 
SUPER-FLOW WASH — agitates thoroughly but gently. 


SAFETY-SPIN — machine stops if opened during spin. 
Other times you may peek. 


GOOD DESIGN — sleek lines, flush-to-wall construction. 


More than ever before, your product is on its own 
at point-of-sale. Your salesmen and dealers need 
all the merchandising help they can get to close 
sales during this critical period. You will find 
McCall’s Use-Tested Tag one of the most real- 
istic selling aids you can have in your merchan- 
dising arsenal today. It’s a point-of-purchase 
sales-piece that makes sense .. . and sales, too. 
Here’s how it works: 


®@ Each Use-Tested Tag contains a feature-by- 
feature endorsement of a product, based on 
exhaustive tests which duplicate typical home 
uses of the product by the homemaker. 


@ The Tag is written in friendly, non-technical 
language that the consumer can quickly un- 
derstand .. . tells her what the product will 
do for her in her home, instead of giving just 
a vague blanket endorsement. 


® Each Use-Tested Tag acts as a silent salesman 
when the retailer is not in the selling area, 
and gives him potent and convincing salestalk 
material when he is. 


@ Each Use-Tested Tag has behind it the power- 
ful, impartial authority of McCall’s Magazine, 
which reaches more than 5,300,000 top pros- 
pect families every issue. 


PITTSBURGH 
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Hank Piehl 
Use-Tested Program 
McCall’s 

230 Park Avenue 
New York 17, N. Y. 


MeCalls 


the magazine of Togetherness 


reaching more 
than 5,300,000 families 


| would like more information about McCall’s 
Use-Tested Program. 


|) Please call me for an appointment. 
_ Please send additional literature. 


NAME 


ADDRESS 


PHONE 
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Advertising Age, May 19, 1958 


You Ought to Know . H. E. Whitehead _ 


Harry E. Whitehead, the 6’, 200) 
lb. president-elect of the Assn. of | 
Canadian Advertisers, is a sales- 
man who has no time for anything 
but selling. 

In an interview in the course of 
ACA’s annual meeting in Toronto, 
he said that as vp for sales and 
marketing of Kimberly Clark Corp. 
of Canada, he customarily puts in 
a day that starts at 7:30 and ends 
about 5:30. (The official working 
hours are 8:30 to 4:30.) 

“IT do it out of love for the job; 
a person who likes his work wants 
to be around the office,” he said. 

Asked about his hobbies, the 
graying, former fruit wholesaler 
and onetime hotel manager shot 
back, “I don’t have any spare time; 
I may fool around a little in the 


Harry E. Whitehead 


garden in the summer, but I don’t 
have time for games.”’ Any time 
not given to Kimberly Clark sales 
goes into ACA activities and the 
duties of a director of National 
Sales Executives. 


® Born in Bradford, England, in 
1900, Harry Whitehead came to 
Toronto in 1912 with his parents. 
He “absorbed” selling from his 
father, whom he describes as a 
commercial traveler who set up 
here in the wholesale fruit busi- 
ness. Young Harry went into his 
father’s business, but he left F. W. 
Whitehead & Son in 1926 to become 
manager of the Tecumseh Hotel, in 
London, Ont. 

Then, in December, 1927, he| 
moved to Kimberly Clark as a) 
salesman. He made the rounds of | 
drug, department and dry goods) 
stores, selling Kotex and, lo er on, 
Kleenex facial tissues. 

He recalls having to break down | 
dealer resistance to Kotex displays, | 
as well as consumer resistance | 
stemming from “mock modesty.” 
But he must have had some suc- 
cess, because he was promoted to 
assistant sales manager in the early | 
30s and to sales manager in the | 
late ’30s. In 1950 he was named) 
vp in charge of sales and market- | 
ing, the post which he has held) 
down since. 


s Kimberly’s “most phenomenal 
item” has been Kleenex, in a 
field in which “our company pio- 
neered.”’ Mr. Whitehead said Can- 
ada has the highest rate of facial 
tissue consumption per capita of 
any country in the world. “The 
U.S. sees as much facial tissue ad- 
vertising, but it’s not so facial tis- 
sue-conscious, because Americans 
are not subject to as many colds 
as those in more northern climes. 

“There’s no recession in our 
business,” he continued. “Some 
time in the next few months we’re 
going to turn out our billionth box 
of Kleenex. We’re going after high- 
er sales per product during the 
next fiscal year. We’re going to get 
more goods on display in the super- 
markets and other outlets. We’re 
going to keep our quality up, keep 
our advertising up and do a better 
all ’round job than our competi- 
tors.” 


= Mr. Whitehead lives in the To- 


ronto suburb of Port Credit. He 


THIS FISCAL FACT IS OFFICIAL: 


FROM JULY 1, 1958 TO JUNE 30, 1959, THE INCOME 


has 3l-year-old twin sons and a/| OF THE MILITARY CONSUMER MARKET WILL TOTAL 
daughter. One of the twins, a 


Bey ] 
ard, followed his father into Kim- | $ ¢ 7 
berly Clark. He’s in research in gy XS wv 2 
Neenah, Wis. The other twin, Har- wv wv 
ry Jr., is manager of a Toronto) —— é 
fabricating plant. EX . ; ; 

- , BUREAU OF THE BUDGET EXPENDITURE ALLOCATION , 

s As head of ACA Mr. Whitehead FOR PAY AND ALLOWANCES OF MILITARY PERSONNEL 
intends that the organization “‘con- 
tinue to keep an eye on pending 
legislation in order to protect ad- 
vertisers.” 

He said the ACA has been fight- 
ing the 20% tax on magazines with 
U.S. editorial content—‘and we’re 
going to keep on fighting. 

“We don’t believe in a tax on 
advertising.” Mr. Whitehead looks | 
forward to a busy year. He’s tanned | 
now, after a trip to Jamaica—“‘my 
first vacation in five years.” 

A person, he says, “can just work | 
for a company, or he can be dedi- | 
cated to it. I prefer dedication.” + | 


Climbing 
higher! 


The massive military consumer market will be magnified again by the 
imminent increase in defense spending. Reach, influence and sell this 
“military city” of approximately 5,000,000 youthful servicemen and 
dependents. Their stable, sustained spending power means immediate ; 

1 


“ARMY TIMES 
NAVY TIMES 


AIR FORCE TIMES 
(Members ABC) 


profit; and the brand preferences which they are developing today will 
endure indefinitely. You need this major American market. Only the 
globe-circling, top-circulation Times Service Weeklies can deliver it. 


spins NAVY AIR FORCE Write for the new military market information book — ' 
aang or “MASS SELLING AND SAMPLING TO MILLIONS” 


ARMY TIMES PUBLISHING CO. 


2020 M Street,N.W. © Washington 6, D.C. 


U. $. OFFICES: Boston, Charleston, S.C, Chicago, Deolles. Detrow 
Honolulu, Los Angeles, Miami, New York, . Sor Francisco 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome Tokyo 


now in top 30 markets! 
_ r 


30th in retail sales..))...........$907,532,000 
33rd in food store call Ene} ....$206,529,000 
27th in automotive aks vethigy soe $185,180,000 
31st in general merchandise sales . .$127,564,000 
(ee )8=—s« Sth in population. \A4........... 620,000 


35th in population. - 


Tampa - $t/Petersburg advances 

four places in {etail sales over 1957, made 
equally dramatic gaihs in all other categories, is one 
of the nation’s fastest-gtowing major markets! More than ever, 


the Twin Cities of the So belong on every modern market list! 


WIVT 


CBS CHANNEL 13 
ntgomery * WKY-TV & WKY Oklahoma City 
Katz Agency 


Dominate Tampa - St. Petersburg and 
239 prospering communities with 


The WKY Television System, Inc. «© WSFA-TV 
Represented by 
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(Continued from Page 3) 
profession in 1918, there was hard- 
ly any advertising on a scientific 
basis, not because the newspapers 
did not carry any advertisements 
but because the advertisements 
were set solidly in type and re- 
peated for a very long time. 


s “Sometimes the same adver- 
tisement appeared for the entire 
year. This state of affairs changed 
with the advent of advertising 
agencies, and, as far as I remem- 
ber, the first one was Alliance 
Advertising Assn., which was run 
by a European gentleman in Kan- 
pur, with a single client by the 
name of British India Corp.” 

Turning to the “New India,” 
Mr. Jaini painted a different pic- 
ture: 


e There are now some 3,500 In- 
dian advertisers. 


e 150 national advertisers each 
spend more than 100,000 rupees 
($20,000) annually. 


e Total advertising expenditures 
advanced from $4,500,000 in 1951 
to “well over $20,000,000” in 1957. 

Mr. Jaini said the press is by 
far the biggest medium in India, 
accounting for nearly 45,000,000 
rupees of advertising. “In all,” he 
said, “there are 6,570 newspapers 
and periodicals, of which 476 are 
dailies and 1,903 weeklies.” 


= Because of the low level of lit- 
eracy (only 60,000,000 of India’s 
360,000,000 people can read), the 
total circulation of Indian dailies 
is only a little over 2,000,000, Mr. 
Jaini reported. “English-language 
publications are still considered 
to be more important than the In- 
dian language papers from the 
advertising point of view,” he said. 

The next important medium in 
India is film advertising through 
the nation’s 3,500 movie houses. 
Advertisers may also use Radio 
Ceylon, which covers India, Bur- 
ma and Pakistan. 

Mr. Jaini said there are now 
109 advertising agencies in India, 
of which 50 are recognized by the 
Indian and Eastern Newspaper 
Society. Only 35 are members of 
the Indian Advertising Agencies 
Assn. and Mr. Jaini added that 
only a dozen “have the necessary 
organization to give proper serv- 
ice to a client.” 


BUILDER 


Lead in India, Malaya; Radio in Thailand Ps. | 


Advertising Age, May 19, 1958 


F ar East Admen Compare Notes: Print Media kong. There are several English-;er rates than the agency can ob-|ern advertisers hold the market. 


| “I believe,” he told the confer- 
lence, “it is very possible to im- 
In Thailand, on the other hand,|s John Weller, manager of Cath-|prove this market by advertising. 

The Indian agency man said the |the leading medium is radio, ac- lay’s office in Bangkok, reported| For example, many fishermen in 
largest advertiser in the country |cording to a report by Chatrasob-|that the leading medium in Ma-|the area are buying Johnson- 
is the government, which spends hon Sarasti, manager of the Chat-|laya is the newspaper. There are | powered fishing boats recently be- 
nearly $2,000,000 in all media,|ra Press, Bangkok. He reported|two English dailies, four Chinese|cause of the single fact that John- 
through a panel of nine agencies.|that Bangkok has 12 radio stations newspapers, one Malayan and one/|son Motors has been consistently 

and two television channels. Indian. |advertising in the area.” 

® Miss Elma Kelly, managing di-| The big problem in Thailand,|) Mr. Weller said Malayan ad-| Leu Yao-Cheng, president of 
rector of Cathay Ltd., Hongkong he said, is the lack of recognition |vertising is handicapped by a lack the Taiwan English Press, Tapei, 
agency, reported that newspapers extended agencies. Media there|of trained advertising personnel|reported that the advertising 
are the leading medium in Hong- | sometimes offer advertisers cheap-|and the low esteem in which west-| agency is still very weak on For- 


|language papers and 10 Chinese | tain, Mr. Sarasti said. 


Now for the first time 


20 million world 


Each month since January 1958, total 
circulation of Reader’s Digest around the 
world has exceeded 20,000,000 copies per 
issue. This is by far the largest circulation 
in the world and another milestone in the 
history of publishing. 


Never before has business had access to 
such a large total market or to so many 
single markets so economically. Last year 
more than 3500 companies placed nearly 
19,000 pages of advertising in the Digest. 


Some of these companies used only one 
or two editions. Some used all of them. 
The advertisers ranged from small, pri- 
vately owned businesses to the largest 
international corporations. Around the 


world they placed more pages of adver- 
tising in Reader’s Digest than in any other 
publication anywhere. These companies 
took advantage of the Digest’s many extra 
values—its universally popular page size, 
its economy and especially the faith that 
readers have in the magazine and the 
reliance they place on products adver- 
tised in it. 

Whatever the range of your operations, 
on one continent or several, the Digest is 
the only magazine that enables you to 
pinpoint your market—anywhere in the 
free world—and pattern your program to 
your market in the language of your 
customers. 
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mosa. An advertising agency as-| vention of the Advertising Federa- | 
sociation was formed last March, | tion of Japan. 
he said, but its membership is | The pr campaign will be one of 
small and most of them are out-| the federation’s main activities 
door contractors. during 1958. 

| Some 300 Japanese admen at-| 


JAPAN AD GROUP tending the convention heard! 
ADOPTS PR THEME Shozo Makino, manager of the ra- | 
Tokyo, May 13—“Advertising | _dio-tv department of Dentsu Ad-| 


| vertising, predict further expansion 
really lives in modern life” was | of pe sd arty os 


adopted as the theme line for a 
public relations campaign in behalf '- 


of advertising at the annual con-| crease in annual advertising ex- 


2 “We estimate an average in-| growth of tv, they will be able to) | and LPGA Times. An additional 


LEGS. 
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| will be ordered by Whirlpool and 
will be sold to the company’s dis- 


GA Set 
7 | tributors for use as a mailing piece 
Joint Push for New 'to dealers and gas utility compa- 


| nies. 
Gas Retrigerators | The gas refrigerators will be in 


There was a good deal of ed (Continued from Page 3) |the dealers’ showrooms in June. 
cussion at the convention on the; The company also will run |The line will consist of four models 
role television will play in future| about 15 pages and spreads in | and will range in price from 
Japanese advertising. Representa- | Electrical Merchandising, Heating | $379. 95 to $649.95. Whirlpool ob- 
tives of print media expressed con-|& Gas Appliances Merchandising, | tained patents for the refrigerators 
fidence that, despite the relentless | Home Furnishings Daily, LP Gas earlier this year from Servel Inc., 
| Evansville, Ind. (AA, Jan. 6). 


| penditures of 9.1% every year,” 
/Mr. Makino said. “Thus, 
advertising expenditure in Japan 
will be 100 billion yen ($277,000,- 
/000) in 1958 and 110 billion yen) 
in 1959.” 


hold their own. # 5,000,000 copies of the Coronet ad 


s Meanwhile, at a meeting in Chi- 


in Publishing History! 


wide circulation 


30 EDITIONS —13 LANGUAGES 


Latin American 


(5 editions: Spanish, Portuguese)..........eeeeeeeeeeeeeees 1,635,000 


Canadian 


(2 editions: English, French).....sccccccccccccccccccsescccs 


British Commonwealth 


SD etter CHD. 6 kccocpnccsvencsiecduaeatasévsccecs Aare 


Western Europe 


(9 editions: French, Spanish, German, Italian, Dutch).......... 2,785,000 


Scandinavian 


(4 editions: Danish, Norwegian, Finnish, Swedish)............. 


Middle & Far Eastern 


C2 Gates: Jamamess, APGTs cscs co cckcocceccccdsscions 


United States and Overseas Military 


(3 etilonn: Gagith). 20 ccccccccuncccscccnccteseebubeesat b SOR 000 


If you would like the names of the advertisers that put one or more editions of 
Reader’s Digest to work for them during 1957, call or write for a copy of our 

booklet, “Advertisers in the Reader’s Digest—U. S. and International Editions 
—1957.”’ Reader’s Digest, 230 Park Avenue, New York 17, N.Y. 


People have faith in 


fReaders Dige st 


Largest magazine circulation in the world 
Over 20,000,000 copies bought monthly 


cago yesterday, Robert E. Brooker, 
a former vp of Sears, Roebuck & 
Co., was named president of Whirl- 
pool Corp. He succeeds Elisha 
Gray II, who moved up to board 
chairman. Mr. Gray will continue 
to be chief executive officer. 

The Whirlpool board of directors 
was increased from 9 to 11 mem- 
bers with the election of Charles 
H. Kellstadt, president of Sears, 
and Robert C. Upton, vp of Whirl- 
pool. # 


Weekend 


MAGAZINE 


The 


biggest 


selling 
force 


. *- 
Circulation Rate Bases in 


Canada 


925,000 


Greatest Circulation 


—500,000 more than any 
other magazine 


855,000 


fe 
500,000 


Greatest Coverage 


— 2 out of 3 of all the Eng- 
lish speaking urban families 


20,025,000 
a 


Greatest Dollar Volume 
Almost twice as many adver- 
tising dollars as any other 
magazine 


Represented in the United States by: 


O'Mara & Ormsbee— 
New York, Chicago, 
Detroit, Los Angeles, 

San Francisco 


Weekend 


MAGAZINE 
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the Portland, Maine 
market, the ideal 
test city. 


PORTLAND PRESS HERALD + EVENING EXPRESS 
AND SUNDAY TELEGRAM 


100% coverage of city zone 
94% coverage of retail zones 


* source Sales Management 


of size of population® 


PORTLAND, MAINE 


NEWSPAPERS 


| Tv Westerns’ Law 
Sticks in Judge's Craw 
PROVIDENCE, R. I., May 13— 


i} As i t judge be- 
ee Lieve: tcrevision cowboy pro- 


grams are distorting the true 
g picture of U.S. justice. 
Addressing a local audi- 


Weisberger contended that 
westerns showing judges 


ONE*SIXeTWO a ence, Justice Joseph R. 


Nescreme, a new That’s the order in which Portland, Maine rates making arbitrary decisions 
product to the as a test market. . . . Ist in U. S. cities of ee aes Rag ceny re 
: , ae aw merely by being quic 
family of Nestles, 150,000 pop. 6th in U. S. cities regardless of on the draw are doing a dis- 
was first tested in population and 2nd in New England regardless . service to America. He said 


the law is an instrument for 


eS they give the impression that 
| the frustration of justice. 


| Sunday ‘Post’ Ups Price 


were cited as the reason. 


Young, vibrantly alive and loaded —with everything it takes to knock 
life for a loop!—To buy a house, buy a car, have a baby—have a ball 
... That’s really LIVING! 


For young homemakers, LIVING is like that today—and more... It's 
the promise and the fulfillment. The dream come true... 


It’s true. Today’s young couples have the incomes, the yens, the press- 
ing needs—they just need the know-how; and LIVING provides that. 


LIVING provides the thrilling ideas, what to buy—where, and for how 
much. It’s down to earth. It’s heaven, too... 


It's heaven for advertisers because young homemakers are today’s 


LIW JIN € 


T.O.P.%* market— They buy more, because they need more. They’re in 
the ‘must buy” years. That’s why, today, they’re buying more houses, 
more furniture, food and appliances than all the other people in this 


country put together. 


...Meet the market that needs no coaxing. 


* T.0.P. means Time of Purchase ... greatest when: 


2. Families are expanding 
3. Families are moving 


4 
| 
1. New families are being formed : 
| 
| 
| 
| 


LIVING’s readers are in these stages. 


FOR YOUNG HOMEMAKERS 


575 MADISON AVENUE, NEW YORK 22, N.Y. 


Post-Telegram Newspapers, 
Bridgeport, Conn., has boosted the 
price of the Sunday Post from 15¢ 
to 20¢. Increased production costs 
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| Pro-phy-lac-tic 
Expands Campaign 
for New Toothbrush 


FLORENCE, MAss., May 13—Pro- 
|phy-lac-tic Brush Co., a division 
lof Warner-Lambert Pharmaceuti- 
‘cal Co., is expanding promotional 
efforts for its Pro Double Duty 
toothbrush into the biggest adver- 
|tising campaign in its 92-year his- 
tory. 

The toothbrush and the cam- 
|paign resulted from a grant given 
to two Philadelphia dental re- 
searchers to investigate the effec- 
tiveness of different types of 
| brushes. 
| Their studies led Pro-phy-lac-tic 
|to design a brush with hard bris- 
itles at the center and _ softer, 
\slighter bristles around the edges. 
Purpose: To provide stiff bristles 
for cleaning teeth and soft ones 
|for gum massage—all in the same 
| brush. 

The campaign for Pro Double 
|Duty broke in February with full 
pages in Coronet, Ladies’ Home 
Journal, Life and This Week, con- 
tinuing with half and quarter 
pages. The copy theme was keyed 
to the research findings. 


= In July, television will be used, 
with Pro-phy-lac-tic getting ex- 
posure on the Warner-Lambert 
show, “Restless Gun”? (NBC-TV). 
The print campaign will continue 
|in First Three Markets Group, Pa- 
rade and This Week. 

Every dentist in the country has 
received an envelope containing 
one of the new toothbrushes, a 
covering letter from the company 
and a reprint of a report pub- 
lished in the “Journal of the Al- 
bert Einstein Medical Center” on 
the Philadelphia study. 

Lambert & Feasley is the agen- 
cy, with Charles Lumb Jr. serv- 
ing as account executive. + 


‘Smith Voted AFA Governor 

H. Needham Smith, sales man- 
ager of WTRF-TV, Wheeling, 
W. Va., has been elected governor 
of the fifth district of the Adver- 
tising Federation of America, suc- 
ceeding Sydney E. Cowlin, Eaton 
Mfg. Co., Cleveland, who has been 
named district board chairman. 
Other new district officers are 
William Knight, Columbus, O., 
lst lieutenant governor; Paul J. 


o |Streb, Canton, O., 2nd _lieuten- 


jant governor; Gordon Bruun, Ma- 
|rion, O., 3rd lieutenant governor; 
|Robert Watts, Cleveland, 4th 
‘lieutenant governor, and George 
|/Korhumel, Toledo, treasurer. 


Zubrow Loses One, Gains One 
Cumberland Brewing Co., Cum- 
| berland, Md., whose account has 
| been in the S. E. Zubrow Co. shop 
|in Philadelphia, has appointed 
|Chew, Harvey & Thomas, Philadel- 
|phia, to handle its advertising. 


| | Meanwhile, Prince Macaroni Co., 


| Lowell, Mass., has assigned its New 
York division account to Zu- 
brow. Jerome O’Leary Advertising, 
Boston, formerly had the account. 


NNPA Rules Out ABC Contes: 

In the May 12 issue, ADVERTIS- 
ING AGE reported that the Audit 
Bureau of Circulations had estab- 
lished a retail promotion contest 
for members of National Newspa- 
per Promotion Assn. Actually, 
ABC submitted the contest pro- 
posal to the NNPA board of di- 
rectors for consideration, but the 
board decided not to add an addi- 
tional contest to its current pro- 
gram. 


McCollom Joins KVPD 


James R. McCollom, formerly 
ad manager of Missouri Farmers 
Assn.’s general sales division, has 
joined Klau-Van Pietersom-Dun- 
lap, Milwaukee, as an account ex- 
ecutive in the agency’s agricultural 
division. 
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Hudsons pretty- 
but do | have 
to wear it ? 


{ Outdoor Advertising } 


Poster designed by Norman, Craig & Kummel, Inc. 


“Outdoor advertising is playing a major role 
in our marketing plans for the first time 


My. Richard B. Moller, in Hudson history. The big reason is the impact 
Director of Marketing and Sales, of full color advertising messages delivered 
Hudson Pulp & Paper Corp., says: to a meaningful audience at low cost in or near 


the traffic areas and shopping centers where our 


products are sold.” 


8 out of 10 people remember Outdoor Advertising!* 


OUTDOOR ADVERTISING INCORPORATED OA! 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT 
HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
Standardized Outdoor Advertising, 24 and 30-sheet posters—and Painted Bulletins, 
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Tench Resigns Selck & Co. |eq 
Marvin E. Tench Advertising, | tributor. The resignation, ending) Gerald W. Roll, formerly of the 
Oak Park, Ill., has resigned as ad|a ten-year relationship, will be-|Long Island Daily Press, 


Chicago floor covering tool and| July. sales staff of Charm. 


|equipment manufacturer and dis-| Rol] Joins ‘Charm’ | LNA Elects Oswald President 

Lester E. Oswald, treasurer of 
has |E. F. Schmidt Co., Milwaukee, has 
: counsel to Walter E. Selck & Co.,| come effective some time in mid-| joined the New York advertising| been elected president of the 
; | Lithographers National Assn. 


A typical neighborhood in 
Glendale, California—one of 
many prosperous communities 
covered by the COPLEY ‘‘Hometown” 
Newspapers in the rapidiy expanding 
Greater Los Angeles Market. 


Only “hometown” newspapers can give you 
’ effective coverage of Greater Los Angeles . . . the vast suburban 


market which surrounds the city itself. 


‘ } Of all Los Angeles County sales, 53% are made outside the city. 
‘ And 25% of the people in this Greater Los Angeles 
f market live in communities served by the COPLEY “Hometown” 


Newspapers. Sell them where they live! Include these 
newspapers in your advertising plans. Maximum penetration 
.. complete flexibility . . . and strong 

merchandising support at the local level. 


ALHAMBRA POST-ADVOCATE - 
BURBANK DAILY-REVIEW - 

CULVER CITY EVENING STAR-NEWS - 

GLENDALE NEWS-PRESS - 


“e 
I "The Ring EY of Truth” igs 


MONROVIA NEWS-POST 
SOUTH BAY DAILY BREEZE 
SAN PEDRO NEWS-PILOT 
VENICE EVENING VANGUARD 


4 
4 fe ‘ 
«<j hh ; 


ae 
o COP LE " NEWSPAPERS 15 “Hometown” Newspapers covering 


Greater Los Angeles—Springfield, Illinois—Northern Illinois — and San Diego, California. .. 
Served by the COPLEY Washington Bureau and the COPLEY News Service. 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


Advertising Age, May 19, 1958 


Burnt Sunbathers 
Targets of Noxzema 
New Products Drive 


(Continued from Page 2) 
cream, will rely chiefly on supple- 
|ments in the top 50 cities to bear 
ithe brunt of its 58 campaign. Ads 
| are also scheduled for the top drug 

papers and trade magazines plus 
| several medical trade journals. 

| The heavily promoted Noxzema 
| skin cream will continue to be ad- 
| vertised via the Perry Como show. 
| In addition, heavy schedules dur- 
|ing the peak vacation season are 
set for dailies and supplements. 
Consumers will also be sold 
|through outdoor posters, and the 
trade will be sold via ads in medi- 
cal trade journals and drug and 
food trade papers. 


f| = Noxzema’s medicated skin lotion 


| was especially developed for wom- 
|en who prefer lotions to cream, 
since the lotion market is expected 
to continue growing. Now being 
| tested in four markets in the Mid- 
| west, in the Southwest and in the 


| Southeast, the medicated skin lo- 


tion has scheduled high-frequency 
ads for the women’s pages of dai- 
lies. The skin lotion will also be 
advertised as a companion to Nox- 


© |zema skin cream. 


i galt a eels AER 


Dealers will feature a special 
vacation needs display floor stand 
designed to sell High Noon, Nozain 
and Noxzema skin cream. High 
Noon will be promoted as a sun- 
burn preventive, Noxzema will 
be promoted to counter the dis- 
|comforts of sunburn, and Nozain 
| will be offered as a first aid for 
|more severe cases of sunburn. 

In addition to its increased va- 
|cation needs promotions, Noxzema 
|—which reports that 1957 was one 
of its most successful years with 
sales towering to $10,000,000—is 
also developing foreign markets. A 
pilot foreign marketing operation 
was conducted in Cuba, and fu- 
ture marketing plans include parts 
of Europe and British dominions 
and involve distribution, advertis- 
ing and promotion. + 


L. A. Newspaper Study Set 

Facts Consolidated, Los An- 
geles, has begun a study of read- 
ership of all newspapers, paid and 
free, in Los Angeles and Orange 
counties. The study, which will 
cover more than 250 newspapers, 
is designed to measure the pene- 
tration efficiency of each news- 
paper. It is being financed 
through subscriptions by adver- 
tisers and publishers. 


Reder Joins Dutch Brand 


William R. Reder has been ap- 
|pointed advertising manager of 
jthe Dutch Brand division of 
| Johns-Manville, Chicago, replac- 
|ing George H. Bills, who has been 
|promoted to the sales organiza- 
| tion. Mr. Reder formerly was ad- 
|vertising and sales promotion 
|manager of Ekco-Alcoa Contain- 
ers Corp. 


Feinberg to Gresh & Kramer 

Samuel Feinberg, formerly with 
Robinson, Adelman & Montgomery 
and Fein & Schwerin, Philadelphia, 
has returned to Gresh & Kramer, 
also in Philadelphia, as an account 
executive. 
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| See page 98 
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They look our way 
for PERSONAL 
DAINTINESS 


Three million young women read TRUE 
CONFESSIONS and MOTION PICTURE. 
They buy our magazines for facts as well 

as entertainment. 


73.3% are under 35 years of age, and 82.8% 
of the adult readers are married, so they’re 
extra-interested in personal daintiness. 


99% buy anti-perspirants or deodorants 
68% buy bath and talcum powders 
62% buy cologne and toilet water 

99% buy dentifrices 

97% buy shampoo 


Their husbands have good incomes—median 

$4,400 annually. The ideas they get from our a 
editors are carried out in the preparations a 
they buy. 


They represent a huge, unduplicated market, 
and the Fawcett Women’s Group is keyed 
to their lives. 


You can put your brand name firmly in their 
buying minds by advertising in the 
FAWCETT WOMEN’S GROUP. 


TRUE CONFESSIONS MOTION PICTURE 


: CIRCULATION 
2,100,000 Zorrantee 
Fawcett Publications, Inc., 67 West 44th Street, New York 36, N. Y. 
Chicago «+ Detroit - Hollywood « Los Angeles + Miami «+ San Francisco 

Sources: Starch Consumer Magazine Report, June, 1957 


Fawcett Women’s Group 17th Annual Beauty Reader Forum 
Publisher's Statement to A.B.C., December 31, 1957 
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FOOD SALES 
$168,664,000 
24 counties of West Texas 
and Southern New Mexico. 
More than 400,000 readers— 
New all time highs! 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING 4ND SUNDAY 


El Paso Herald-Post 


& SCRIPPS- HOWARD NEWSPAPER 
EVENING 


TWO Separate Newspapers .. ONE LOW RATE --- BUYS BOTH! 


|Heaton, Morris Join Ayer 

| Jack Heaton and Carson J. Mor- 
iris have joined the plans-mer-| 
chandising department of N. W.) 
Ayer & Son, Philadelphia. Thomas 
R. Morgan has transferred from 
information services to Ayer’s copy 
department in the same city. 

Mr. Heaton previously was with 
U.S. News & World Report, most 
recently as manager of the maga- 
zine’s Detroit office. Mr. Morris 
had been with two subsidiaries of 
Rexall Drugs for the past two 
years. 


Magnecord Sets New Push 
The Magnecord division of Mid- 


western Instruments Inc., Tulsa, 


manufacturer of tape recorders, | 


ae ero Oey : CS eae 


; will launch a new advertising 


campaign in business publications 
in September for its Magnacord- 
ette Stereo. Full-color page ads 
will run in Broadcasting-Telecast- 
ing, Electronic Industries & Tele- 
Tech, High Fidelity Trade News 
and Industrial Laboratories. The 


|ads will feature performances by 


operatic stars. Gourfain-Loeff Inc., 
Chicago, is the agency. 


|‘NPN’ Names Haines 


Charles Haines has been ap- 
pointed ad sales representative for 
New England and New York of 
National Petroleum News. He for- 
merly was manager of petroleum 
industries sales development of 
Hewitt-Robins Co., Stamford, 
Conn. 


National Advertising Company offers you 
complete dealer identification service 


Here at last is a really workable way to guarantee 
effective, uniform dealer store identification material 
throughout your sales area! 

National Advertising Company, a subsidiary of Minne- 
sota Mining and Manufacturing Company and the only 
national highway advertising firm, now offers a complete, 
dependable installation service that can give every one 
of your outlets professionally-installed displays. 

You get delivery, erection and servicing of dealer 
building identification material by trained, experienced 
service crews operating from one of National’s 27 service 
terminals. 

Here’s the solution you’ve been looking for—the way 
to insure 100°; utilization of your valuable dealer identi- 
fication materials. For full information, fill out and mail 
in the attached coupon. 


(B 


NEW YORK 


NATIONAL 
ADVERTISING 
COMPANY @ 


| 

| 

| 

| 

1 

A Subsidiary of Minnesota Mining |! 
and Manufacturing Company 
| 

| 

| 

| 

' 


DETROIT SAN FRANCISCO 


Sales offices in 19 other principal cities 


NN icchenteceaiaeiihiitegetigstantcital 


CoMPANY 


a, 2 oS 


Read what E. W. Kosfeld, manager of Purina’s Dealer 
Advertising Division, says about National Advertising 


Company’s new plan: 


“Purina advertising on our dealers’ buildings is one of 
our most important advertising efforts. Proper erection of 
our Checkerboard identification units was considered vital 


to the success of the program. 


‘‘We’re very happy with the Checkerboard Identification 
Service your men have given our Purina dealers.”’ 


LA 


E. W. Kosfeld, Manager 
Dealer Advertising Division 
Ralston Purina Company 


National Advertising Company 

33 S. Clark St., Chicago 3, Illinois 

ATTENTION: Merchandising Dept. 

Please rush me your brochure, “Installation of Outdoor 
Point of Purchase Display Material,’’ explaining National 
Advertising Company’s services in this field. 


ADDRESS ______ saibeisaiemkidd Diaseiohy 


nl 


Advertising Age, May 19, 1958 


} new PV REM Honeymoon-House gifts 


} 
| 


| ees ney cee oveme: wan 2 povinnt af Corning Game Warts Cietona. Sew that 


| FOR BRIDES—Corning Glass Works 
| pushes its Pyrex ware as wedding 
| gifts in this ad in the June Better 
Homes & Gardens, Good House- 
keeping and Ladies’ Home Journal. 
N. W. Ayer & Son, New York, is 


the agency. 
| 


‘Busy Adman’‘s Boon: 
See Movie at Noon: 
| Ulcer? Do It Soon 


Sr. Louis, May 13—Here’s a pre- 
scription for the weary business 
man beset with the tensions of 
/everyday commerce: Go to the 
movies at mid-day and relax. 

This is one of the ideas which 
‘came out of a Sindlinger & Co. 
ticket-selling workshop at St. Louis 
|for the movie industry. 

A Baltimore theater operator, 
Walter Gettinger, told the work- 
shop that in his city some doctors 
|are prescribing attendance at the 
;movies for patients afflicted with 
tensions. He said many business 
| men spend a couple of hours in the 
theater at mid-day for the same 
reason. 
| He said he discovered this after 
|interviewing various prominent 
business men who entered the the- 
ater around noon and left word 
to be called at 2 o’clock. Their an- 
swer was that two hours at the 
theater relaxed them. 

He then consulted his own physi- 
cian and other local doctors; now 
these physicians are prescribing 
movie attendance and supporting 
the prescriptions in some cases by 
handing free passes to their pa- 
tients. + 


| Andersen Tests Barbecue 
Sauce in Aerosol Cans in Texas 

The Andersen Foods division of 
| Heublein Inc., Menlo Park, Cal., is 
testing Sizzl-Spray, a barbecue 
sauce sprayed from a pressurized 
}can, in Dallas, Houston and San 
|Antonio. The company is using tv 
|in Houston, newspapers in San 
|Antonio and radio in Dallas to 
promote the product. Bryan Hous- 
ton Inc., New York, is the agency. 
Grocers are being offered a 
| $42.50 barbecue grill free with 
each order of 25 cases. The grocer 
‘builds a display around the grill 
in his store, and then keeps it for 
his own use after he has sold the 
merchandise. 


| 

Holmes Joins M. M. Fisher 

| Calvin Holmes, formerly a senior 
_ writer of Erwin Wasey, Ruth- 
|rauff & Ryan, has been named 
|copy chief of M. M. Fisher Asso- 
|ciates, Chicago. Fisher has been 
appointed to handle advertising 
and sales promotion for the Golden 
Hamburger Drive-In Corp., which 
is erecting a nationwide chain of 
retail outlets. 


Zenith Appoints Schecter 
Harry Schecter has been ap- 
pointed general manager of Zenith 
Radio Corp. of New York. Mr. 
Schecter was vp in charge of na- 
tional sales of CBS-Columbia Inc. 


from 1953 to 1956. 
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Safeway Reverses 
Position on Stamps; 
Offers Gold Bond 


DENVER, May 13—Safeway 
Stores, one of the last major gro- 
cery chains holding out against 
premium trading stamps, has start- 
ed offering Gold Bond stamps in 
132 stores in the Denver district. 

Stores affected are those locat- 
ed in Colorado, northern New 
Mexico, western Nebraska, the 
Black Hills area of South Dakota 
and central and eastern Wyoming. 

The announcement was made 
by T. W. Henritze, Denver divi- 
sion manager. According to Mr. 
Henritze, Safeway’s policy of “a 
lower total food bill” has in- 
creased sales so that “it is now 
possible for us to give trading 
stamps as an added value to our 
customers.” He described the Gold 
Bond trading stamps as a “won- 
derful value to our customers 


Locations of stamp redemption 
centers are to be announced later. 


= Mr. Henritze has been out of 
the city and unavailable for any 
comments regarding his previous 
stand against trading stamps. On 
May 24, 1955, he appeared as a 
witness in Denver district court 
and testified that he believed that 
stores giving premium stamps 
were attempting to mislead the 
public. Mr. Henritze charged fur- 
ther that stores giving the stamps 
impressed upon customers that 
they [stamps] are free, when ac- 
tually “they are added to the cost 
of numerous food items.” 

Estimated cost of premium 
stamps were reported by Mr. Hen- 
ritze as 2% of grocers’ gross sales. 
He pointed out that the net profit 
of a chain store is ordinarily from 
1% to 14%. 

Mr. Henritze testified at the 
trial of an unfair practices suit in 
which Safeway and another su- 
permarket chain, King Soopers, 
were accused of selling groceries 
below cost. 


@ An out of court settlement of 
damage claims against the two 
chains resulted. The suit was dis- 
missed, and a rise in prices fol- 
lowed at both Safeway and King 
stores. 

A spokesman for Safeway in 
Denver said it is still “industry 
thinking” that the cost to grocers 
is 2% of gross sales. + 


Sales Data Guide Published 

“Targeting Sales Efforts,” a 
guide for developing statistical data 
on sales by geographic areas, writ- 
ten by Charles W. Smith, senior 
consultant with McKinsey & Co., 
New York, has been published by 
Columbia University Press. In it 
the author explains a system of 
cataloging the country’s major 
buying areas in terms of their po- 
tential volume so that sales promo- 
tion efforts can be planned effi- 
ciently. The 396-page book sells for 
$15. 


Ambridge Is Newsprint Head 


Douglas W. Ambridge, president 
and general manager of Abitibi 
Power & Paper Co., Iroquois Falls, 
Ontario, has been elected chairman 
of the Newsprint Information Com- 
mittee, New York, to succeed Har- 
old S. Foley, board chairman of 
Powell River Co., Powell River, 
B.C., who has served since the 
founding of the committee one year 
ago. 


Case Joins R.J. Agency 

Harry L. Case, formerly pro- 
gram director of radio station 
WORC, Worcester, Mass., has 
joined Creamer-Trowbridge Co., 
Providence, where he will coordi- 
nate services for the agency’s ac- 
counts. He will also serve on the 
agency’s executive committee. 


Get the facts for a clear 


Market Picture 


This is no time to rely on an outdated, fuzzy picture 


of your market situation! When your merchandising 
decisions are in the making . . . get today’s facts 
quickly, completely, economically from Western 
Union Survey Service. 


Get on-the-spot information for your analysis on any- 
thing from circulation verification to consumer atti- 
tudes and buying habits. Simply provide Western 
Union with your questions, sample to be surveyed, 
where and when. Experienced interviewers in 1671 
offices, coast-to-coast, get you the answers . . . nation- 


ally or regionally. 


Get full information without cost or obligation—fast! 


WIRE COLLECT: 


Western Union Special Services Division 
60 Hudson Street, New York, New-York 


SURVEY 
SERVICE 


Put trained personnel in 1671 Western Union offices to work for you! 
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Take a salad that is placed before you — any salad. Chances are, it 
isn’t any one particular ingredient that “makes” this salad. It’s the careful 
combination of good ingredients, plus the expert preparation that makes 
) it so appealing, so appetizing. So it is with any food operation . . . in 
hotels, hospitals, restaurants, schools or colleges, cafeterias, or wherever 
one or more of the 125 million meals America “eats out” daily, is served. 


We're sure you'll find one representative factor among all of these food 
operations — “completeness.” If analyzed carefully, you would come up 
with a long list of products, equipment and services devoted to food, food 
service, maintenance, building planning and construction, interior design 
and decoration, housekeeping, management, merchandising, sanitation, 
personnel, safety, etc. It takes these factors — in combination — to attain, 
maintain and sustain any food operation. 


Within this area of “completeness”, there is an alikeness: in interests, in 
approaches, and in problems among the Institutions’ managers and execu- 


tives and their key department heads responsible for feeding and housing 


iarge numbers of people. Because they have this similarity of interests, 
they have individually “discovered” the ONE publication totally dedi- 
cated to serving their fotal needs — INSTITUTIONS Magazine. 


Editorially, INSTITUTIONS Magazine “measures up” in the eyes of the 
ccllective group of Institutions’ executives controlling all segments of the 
Institutions market. Individually, it pointedly “zeros in” on-the-job interest 
of any Institutions’ executive. The reasons are simple. INSTITUTIONS 
Magazine speaks his language. It helps him control costs. It helps him 
operate in an efficient and economical manner. He enjoys what he reads, 


because it is just what he needs to do a better, all-around job. MORE 


AS editors come up with MORE features, and MORE pictures about MORE 
: pertinent subjects than he would find in many other publications, 
COMBINED ! oats 


Reaching, influencing and selling the Institutions’ executive and his key 2 = Inatitutiona ae 


MACAZINE OF MASS FEEDING MASS HOUSING 


department heads who manage the varied operations of the many-faceted 
Institutions Market is not as difficult as you may have imagined. Tell him 
your product story in the ONE publication that does MORE for him than 
any other single publication. Tell him — SELL him —in INSTITUTIONS 
Magazine. 


consult your advertising agency 


‘ 
ett? » 


%, 
° in this issue 

{ a BT LENGE OF CHANGE... 
Ay 7 a The Growmg Wortd of ittunons 


om 
oe > . —, The Growing World Ovtwde 
~ The Growing Albed industries 
° Equipment ond Product Be impecton 
ae 58 Operating Principles to Live By 
Hotels . . . Restaurants . . . Hospitals .. . 


Motels . . . Clubs . . . Industrial Cafeterias 
MAGAZINE OF MASS FEEDING —- MASS HOUSING Sanitariums . . . Schools . .. Colleges . . . 


2 


s?..4 


" a i ‘ : 3 Youth Service Organizations . . . Military 
the idea stimulating/ sales motivating partation Systiian.*- And Other inpibtanions 


; ) , ; ; _, . Plus Their Consul d ive.” 
magazine for institutions’ executives ee a 


DEPT. M-19, 1801 PRAIRIE AVE. © CHICAGO 16, ILL. PS 


A gee ena . Be Ree 3 r : : = ike ee : ee ; Four, eae eck Me eae SIR oe pik She alga 5 
Bee Me aa a ae fai etal * Peete 3 Lay: oe e c phew = soe Re ha ¢ “f= ‘i ee we a ae ee et eee Wee tore ; Se ee inet Deed 
— 3 Pec hanten ap hier ihre ce es ee tee a i # Pipe rer at J oe A Peo we i ra Bas orig 7s ed et ce y ae oe : oe r ae eas 
Bes Sige tt ren a a et = 3 > 7a a ee 0 Fore AO ree eee ¥ oe 7 ita ie pe eid e - 7 z : a es bone 
i Z eer eee aes z ‘ 9 P aaiaaes te : 3 
i | 
3 
pe 
aigk 
ees 
a 
es | 
eee 
pe '8; 
Ks 
fa 
: 
a: 
ta 
ies 
Ee 
tots 
4 
ae 
te 
bs 
2 mt Fi 
eRe 
ca 
ee ; we 
as 
er 
ar. 
es 
eo ayiaen 
‘4 ‘i 
ait 
a 
pe 
ae: 
ee ee 
, 
oe ae 
oe 
bt Sy 
cee 
a te eee 
at e ; 
if “ace eat 
Tae i i» iI Saas 
E ; ’ . cK 
; : | ‘ { ; - ot ee 
’ ’ | : | A sie 
' é A yg a 
4 + L  # i : 2 
b ftsced = 
— CC iD Sb 
Sy , § 
ach lief : 
Rei sa ? 
» SYS: ms 
__ aed s ' oa n 
| PRE ‘i | 
SEE + road 
eae 
a ane | f : eee 
2 Saree 7 a aa 
b 7 * — ‘EY ae 
es ie ee 
rk >. z hg 9 
chet 
=f 
a 
PB 
ne 
sae 
eee 
rote 
Res 
ete 
: 
: 
Baas, 
2 oe 
. 3 ee 
J “ a ay / eg RS ea 5 ; ates 1 haet haat ae te Bi Ay; Pee, rare, See ; hpi Mere, ne ef pan ; 5 . : met Ss a ius eo Tn Shel Saeeaaie 
AEE PN eee Er mnie eA Af ahr ed et eae A Dad yaet ey At i Re Smee | Cy Weegee ore Tee Nae? SANE Maer ac MD ee PE en oh AU clu Neen germ (ik ean ed be Sy Pend a raed tg et Beene oe nme Bl Mme ESN en need, a ie ecto 12) cain, Lie a aye she ee ONE ons ee eee 
ie. *_ 3 glee ee i ae cae ily Drake nee aie re eo tn Mere Sa shy at SMe ers eee a Sat ies aed ean se ota. Ve pee he Far cca ne Fee hae hoot eines ee ee Bie a 5): ee, re 
12 ae AR agg mel pte ah ah aly SPER, Sd alc he be le Se lap ae err a Me eee ae AS RI wd 0S lads AN Ace Ba RNS oe Pr ae era aol epee pI Se Te SOI hy CR Se I ae cern aed ae EN 2 At Poa AR A ie eye ae no EN re te. joa oka by Sten Gea ~ : F = Moe 
Op eg Rene COM Meng tap Rape Goa ees Naraeecalce ee eateries ye woke Veer ame si ae reg ere clog yal Tae oi teu SG Orta ie a EON ci Ue Ree be TE mgeNK, CRIN I UG Dies Fen nes oka PG Aes ete oN em Gem Jeane eM ba Teese igen | =F cr 
Sgr om, cone y tn glee vw ee aay aM hPd ener AWS Ln tale ee ao Ose eA an a oe oe oe Tiree Ds Acc lin ras ee RL 5 De Mon Mg Ak Ate em eae Chitty ls, ears, er Renin glee n= Sr Ye ee ane jst Be Me ogee rec. ort assy a sat? sil he. uv a pa oe ae SE ee Pe Say A a ort en 


40 Advertising Age, May 19, 1958 


Cult of Specialization 
r Inhibits Creative 
Copy: Walter Weir 


PHILADELPHIA, May 13—The “cult 
of specialization” in advertising 
copywriting is “founded in igno- 
ance and fear—ignorance of the 
- creative process and fear, on the 
‘ part of those who employ writers 
and of clients equally ignorant of 
the creative process,” Walter Weir, 
exec vp of Donahue & Coe, New 
York, declared here last week. 

He spoke on “The Creative Pro- 
cess” at the combined luncheon 
meeting of the Philadelphia Copy 
Club and the Poor Richard Club. 

“It is so much easier to appraise 
a copywriter in terms of the prod- 
ucts he has written about than in 
terms of his writing ability. Yet, 
carried to its fullest implication, 
the cult of specialization would 
eventually prevent the develop- 
ment of new writers—who must 
necessarily come into advertising 
without any experience whatso- 
ever apart from the sheer art of 
writing,” Mr. Weir said. 


HUN GR Y—Nan- 


The Key to Retail Store HUNGRY _Na 
Merchandising Support — rotate chip to tne 


cartoon character 
IN NORTHERN CALIFORNIA featured in a beer 
and chip promo- 
tion by Granny 
Get extra merchandising assistance from an organization Goose Foods, 
of over 3000 food stores. Only $350.00 per participation. | Oakland. Brooke, 
Smith, French & 
Dorrance, San 
Francisco, is the 
agency. 


for more information, contact BONNIE HUBBARD’S KUPBOARD 


685 6th St., San Francisco 


= If the cult of specialization were 
to “take over completely,” he add- 
ed, “not only would the supply of 
writers dwindle rapidly but the 
cult of those who prefer writers 
under 40 would find itself without 
creative assistance.” 

The creative process is actually 
opposed to specialization because 
it is universal in its working and ' 
its operation, he noted. ' 

Recalling his own entry into ad- ' 
vertising some 30 years ago at ' 
N. W. Ayer & Son here, Mr. Weir 
noted that Paul Lewis, copy chief, 


NS ea aa a 


’ didn’t ask if the job applicant had 

; Cay, ¢ (suet oN : i experience “writing advertising for 

he ere 2 a cake mix with powdered egg in 

x MINUS 70,560 MINUTES* ae it.” He asked only—and took pains 
write. 

Recalling the intense interest in 

P ‘ = ‘ writing as a fine art that he found 

WEEKLY JULY 7, Weir declared, “I find little of this 

SSS SS eae eee ae on i today.” He said of the scores of 

ea ! : 1 : aspiring copywriters he sees in the 

seriously on research—on Starch, 

on G & R, on motivation research,” 

but none tells of a play or a short 


: to find out—if the applicant could 
MISSILES AND ROCKETS IS LAUNCHED 
when he entered advertising, Mr. 
course of a year, most “discourse 
story or a novel he is working on. 


con ctead WI Lies -KROCU oe A teats ree tae s Writing is an art; an art that has 
en ee casio ae little to do with scientific formu- 
i lence. “eee | iac; an advertisement should be 
d satellite sci seis Jah | written with as much care andde- /{¢ 
> as a votion as a novel, an essay, a play 
|or a poem, Mr. Weir declared. 
“If advertising is ever to gradu- 
late from blatancy, from duplicity, 
from triviality, it can only be 
| through the treatment given it by 
people who believe it serves a use- 
ful end—and serves that end best 
by conveying vividly and honestly 
|a conception of the product or 
| service advertised, its proper use 
land the result of that use.” 
| 
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A new book by Walter Weir, “On 
the Writing of Advertising Copy,” 
is scheduled for publication next 
fall by McGraw-Hill Co. # 
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Insurance Program Continues 
The National Assn. of Insur- 
lance Agents has decided to con- 


AMERICAN AVIATION PUBLICATIONS, INC. tinue the advertising program | 


; : er started this year and has set a 


_World’s Largest Aviation Publishers — im | $2,000,000 goal for the 1959 pro- 


: “ pak |gram. Participants will contribute 
1001 VERMONT AVENUE, N.W. @ WASHINGTON 5, D.C. $1 per $1,000 of premium volume 
eee ; re with a suggested minimum of $25 
and maximum of $1,500. So far 
this year, more than 17,000 NAIA 
members have pledged $1,130,000 
toward a $1,300,000 goal. Dore- 
imus & Co., New York, handles the a 
account. 
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Molnar Is Promoted I 
Alex J. Molnar, formerly west- 

‘ern advertising manager, has been P 

named to the new post of direc- E 

tor of advertising sales of Premi- t 

|um Practice, New York. 8g 
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ADDED BODY—Forest Fiber Products | 
Co., Forest Grove, Ore., is introduc- | 
ing a new building panel in 38" 
thickness. Advantages of the new | 
panel include “pre-weatherproof- | 
ing,” extra durability and greater | 
stability, Forest Fiber says. 


| 
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Give Agency Bigger 
Management Voice, 


Lavenson Tells Clinic 


Boston, May 13—As long as ad- 
vertising is held largely responsi- 
ble for a company’s profit picture, 
advertising agencies should be giv- 
en a greater voice in management 
decisions. They should also have a 
written statement of advertising 
policy “in clear, concise English” 
so they know precisely what their | 
objectives are. 

This advice was offered by) 
James H. Lavenson, president of) 
Lavenson Bureau of Advertising, 
Philadelphia, at an all-day mar- | 
keting clinic of the Eastern New 
England chapter of the National | 
Industrial Advertisers Assn. here. | 

“. . If advertising is to earn 
the respect and gratitude of our 
business associates, let’s all of us| 
in advertising assume our proper 
share of business leadership,” he 
told the chapter. “Let’s tell our 
companies where they should be 
heading if they don’t voluntarily 
tell us.” 


| 


s Advertising rarely gets the cred- 
it when the profit picture is good 
but it usually catches the blame | 
when it is bad, he asserted. } 

He cited a recent survey of 600 
top business executives. They were | 
asked “What do you intend to do) 
about the current business reces- 
sion?” 63% said they intended to 
get new agencies, Mr. Lavenson | 
reported. 

“If I’m going to suffer the con- 
sequences of bad business man- 
agement,” he said, “then I want 
my say at the top, at the beginning 
and in the middle of the business 
process, not just at the end, after 
everything is all set up for me to 
fall on my face,” he said. 

About the written advertising 
policy, Mr. Lavenson said that it 
is “nothing more than a formaliza- 
tion of advertising’s part of the 
company’s total plan for profit. 
Written policies,” he went on, “that 
are thoughtful, thorough and spe- 
cific . . . can’t help but be effective 
in producing effective advertis- 
ing.” + 


Hottman Advertising Named 
United Surgical Supply Co., 
Port Chester, N.Y., has appointed 
Hoffman Advertising, New York, 
to handle advertising for its sur- 


gical products. 


ee 


Canadian Hits 
U.S. Publishers for 
Stockpiling Newsprint 


MONTREAL, QUE., May 13—Al- 
though newsprint orders of St.| 
Lawrence Corp. Ltd. are running 
17% below tonnage specified in its 
contracts, consumption and ship- 
ments show a much smaller re- 
duction, President Percy M. Fox 
told the anuual meeting. 

The answer to the disparity, said | 
Mr. Fox, is “that many publishers 


|have over-bought. That is, they/| 


made contracts for tonnage) 


|amounts based on the expectation | tect themselves. 


that their newsprint consumption | 
would continue to increase. Then, 


|in some cases, they undoubtedly | found themselves in the counter- 


YOU KNOW IT’S GOOD 


BECAUSE it’s PITTS 


'in calculation, and I believe that 


oe ne “a 
‘ 
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added a bit to their expected con-| part of this situation by having! proved. One, of course, leads to 
sumption increases so they would | made contracts adding up to more the other and it is difficult to know 
have a margin that would assure tonnage than could be supplied.) which comes first; they represent a 
them of ample supply. | This is a situation that sometimes | chicken-or-the-egg conundrum,” 

“Over-buying is, of course, a can develop almost before a seller| Mr. Fox said. + 
practice that no newsprint pro-|is aware of it. 
ducer can be expected to condone,| “He may judge that consumers| Foster Joins Ted Bates 
as you can judge from its ill efect| are over-buying and will not take William K. Foster, formerly with 
on us in our deficiency of orders| their full contract tonnage, or he Taylor-Norsworthy Agency, Dal- 
below our contracts. I am, how-| may not allow sufficiently for sud-|jas, has joined Ted Bates & Co., 
ever, not going to criticize it un-| den surges of demand such as oc-| New York, as an account execu- 
duly. I believe some cases of|curred in 1955-1956, or he may tive. 
over-buying can be honest errors|unwisely give way to pressure trom | 
customers and contract for too 
the practice in general is a not|much, hoping to work his way 
unnatural sequel to a long period! through somehow or other. There 
of short supply and to the con-| may have been cases of over-sell- | 
sequent anxiety of buyers to pro- ing in a dishonest sense, but I have 
| never known of any. 

“In the long run both over-buy- 
a “Newsprint sellers at times have | ing and over-selling are bad prac- 

tices and are equally to be disap-_| 


“Tired Blood?” 


Let Bott give your advertising a PRESH 
approach, rejuvenating that stale theme 
and worn-out copy. Phone HA 17-9187 


pes e  & Bott #9 


Leo P. Bott, Jr., 64 E. Jackson, Chicage 


H. J. Heinz Company is just one of the many great names who 
have made Pittsburgh their home—who have aided and shared 
Pittsburgh’s growth into the eighth largest market in the nation 
—a thriving, buying market of 3 million people who annually 
spend more than three and a quarter billion in local retail stores.) 


Each year of continuing growth and progress sees more and 
more local and national advertisers depending on the 
advertising power of the Post-Gazette to get an increasing 
share of this market. 


That’s why the Post-Gazette has set all-time advertising 
records in six of the past seven years. Advertisers know .. . 


IT COSTS LESS 70 SELL MORE /N THE 


Pittsburgh Post: Gazette 


REPRESENTED NATIONALLY BY MOLONEY, REGAN AND SCHMITT 
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All cats look gray in the dark. All executives look 
pretty much alike on a title breakdown. 
But they’re not all alike, obviously. 


Of all the executives in the U.S.,300,000 subscribe 
to FORTUNE. Reason? Because FORTUNE is 
written to appeal to their kind of minds. 


Good management advertising is, too. 
Another reason, we think, why... 


gets results. 
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CE NTURY now offers 


complete proofing service! 

From one source—Chicago’s most 
modernly equipped electrotype 
plant—you get every service you 
need —electros, newspaper mats, 
R.O.P. mats, plastic plates, and 
now a new proofing service — 

all under one roof and 
detail-supervised with exactness and care 
unmatched anywhere! 


CENTURY 
ELECTROTYPE 
COMPANY 


160 East Illinois St., Chicago 11, Ill. « DElawore 7-1541 
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Kotowski Murray Pryor Durfee 
ORGANIZERS—Completing plans for the Detroit Copy Club’s May 22 
awards dinner are Thomas D. Murray, Campbell-Ewald, club pres- 
ident; Leonard J. Kotowski, Grant Advertising, and Thomas H. 
— Pryor and James M. Durfee, both 
of J. Walter Thompson Co. Six 
student finalists in the club’s 
second annual ad talent search 

will be honored at the dinner. 
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New Brad-Vern’s 
Book Is Largest 
Ever Published 


New York, May 13—Brad-Vern’s 
1958 blue book of business paper 
advertisers, in a newly revised and 
expanded edition, was shown at a 
press preview last week. It will be ‘ 
mailed to 1,500 subscribers be- ‘ 
tween May 20 and June 1. 1 

Vernon H. Van Diver Sr., pub- ‘ 
lisher, said that the current issue, ' 
which is the 19th edition, covers 
the business paper advertising of 
12,000 companies for the calendar 
years 1955, 1956 and 1957. It is a 
volume of 1,120 pages, largest edi- 
tion of the “Brad-Vern’s Reports” 
ever issued, he said. 

Mr. Van Diver gave special cred- 
it to the officers and media com- 
mittees of the American Assn. of 
Advertising Agencies, Associated 
Business Publications, Assn. of Na- 
tional Advertisers, National Busi- 
ness Publications and National In- 
dustrial Advertisers Assn. for their 
encouragement, counsel and sup- ‘ 
port. 
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s It will be recalled that repre- 
sentatives of the five advertising 


° ° . é ° ° d publishi “eh d 
Mail size ads (this small) get first class replies in N.E.D.! Sssiliag hose onthe la Geen te ee 
plore ways of assuring the continu- 
ation of the “Brad-Vern’s Reports” 


Isn’t there some way to get your product seen and sold right now? after 1960 when Mr. Van Diver 

. ; has said he plans to retire (AA, 
Yes, there is... and very reasonably. For today, industry is on Feb. 3). At that time, Mr. Van 
a searching spree. They're searching for any product .. . every Diver pledged that he would not 


only continue to publish but would 
product... that will help them cut costs, boost quality, get a expand and improve the annual 
business paper annual advertising 
index this year. He has apparently 


bigger share of available business. And what better place to search 


; ? 72 son... product fulfilled his pledge. The possibility 
than N.E.D.? For N.E.D.'s read for ete one - a r od ts cats Sa ek, te 
information. In N.E.D. you talk to the right audience . . . indus- lier (AA, Dec. 16 and 9). # 


try’s biggest buying audience. At the right time . . . when they're Spiteenne fee 


solving their purchasing problems. In the right place . . . where Sues TV Clearing House 

t inf tion. Y t first class replies to Bridgeport Brass Co., Bridge- 
they look for product in mee ion. You ge P sau, Gate, tan ek ah tx 
your ads in N.E.D.... replies that you can quickly convert to preme court, New York, against 
sales. Write for “Getting Your Product SEEN and SOLD Now!” Television: Clearing Hause ond 


several people associated with that 
/company. The suit, which charges 
A Publication, Penton Bidg., Cleveland 13, Ohio fraudulent representations and 
; breach of contract, asks for $128,- 
gi 5 344 in damages. 
ea Nj A Gp TV Clearing House, which two 
years ago went into the business 
|of supplying merchandise prizes to 
stations in exchange for time, filed 
BPA a voluntary bankruptcy petition 
last April. Bridgeport Brass al- 
leges that it furnished hardware 
articles to TV Clearing House but 
was not paid in the promised com- 


NOW OVER 80,000 COPIES (Total Distribution) IN OVER 43,800 INDUSTRIAL PLANTS mercial advertisements on tv. 
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Deeper Probing 
of TV Ad Effects 
Needed: Gardner 


Social Research Chief 
Outlines Motive Method 
at Niles Film Seminar 


CHIcAaGo, May 13—Measurement 
of tv commercials which tells only 
how much viewers recall or which 
classifies commercials as “good” 
or “bad” fails to provide the re- 
fined analysis which could be use- 
ful in helping creative people pro- 
duce more effective tv advertising, 
said Burleigh Gardner, executive 
director of Social Research Inc., 
last week. 

He spoke in a week-long film 
seminar sponsored by Fred Niles 
Productions. 

“Recall of the sales points in a 
tv commercial is an inadequate 
measure of the impact and sales 
force of that commercial,” Mr. 
Gardner said. 

“The communicative aspects of 
a tv commercial are so complex 
that what is intended is not al- 
ways what is communicated,” he 
said. “It is often difficult for the 
creative person to understand 
where or how negative ideas may 
creep in. It is equally difficult 
without testing to recognize un- 
planned positive ideas which the 
commercial may communicate. 


s “Depending on the superficial 
‘like-dislike’ evaluation,” he said, 
“is comparable to trying to im- 
prove a product by devoting all 
your time to a study of the pack- 
age. 

“Creative people, we find, ap- 
preciate the opportunity to un- 
derstand the symbolic language 
inherent in all tv commercials.” 


= Sidney J. Levy, Social Re- 
search’s director of psychological 
research, outlined the technqiue 
used by the Gardner organization 
as including: 


e Discovery of the “over-all” or 
“gestalt” of the commercial with 
regard to the meaning to the 
viewer of both the face values 
and the underlying symbols. 


e Examination of the “fantasy” 
and “energy” stimulated by the 
commercial—the degree to which 
viewers are induced to identify 
themselves with the product. 


e Determination of the “psycho- 
logical distance’—whether the ad 
brings the product home to the 
viewer. 


e Determination of the “symbolic 
fertility” of the symbols—wheth- 
er the communication has mean- 
ing and authority. 


e Change of brand image as a re- 
sult of the commercial. 

Mr. Levy said this method of 
testing the effectiveness of a com- 
mercial can be applied using a 
storyboard as well as with the 
actual finished commercial. + 


Smith, Honig Aftiliate 

Hugh A. Smith, marketing and 
public relations consultant com- 
pany, has become an affiliate of the 
Seattle office of Honig-Cooper & 
Miner as part of an expansion in 
the latter’s service program. The 
companies have adjoining offices 
in the Tower Bldg., Seattle. 


N.Y. AMA Forms Council 

A past presidents’ council has 
been formed by the New York 
chapter of the American Market- 
ing Assn. Its purpose is that of 
an advisory group with lifetime 
membership, to aid the New York 
chapter board of directors. 


‘Aeronautical Engineering’ 
Renamed ‘Aero/Space’ 

Aeronautical Engineering Re- 
view, published by the Institute 
of the Aeronautical Sciences, New 
York, has been renamed Aero/ 
Space Engineering, effective with 
the monthly’s May issue. 

The magazine says its new 
name and revamped editorial for- 
mat are designed to reflect its 
current editorial scope and inter- 
est. No advertising rate changes 
are involved. 


|NTA Names Greenblatt 

Herbert H. Greenblatt has been 
|mamed general sales Manager of 
\NTA Pictures, theatrical releasing 
subsidiary of National Telefilm 
|Associates. He formerly was gen- 
eral sales manager of RKO Pic- 
| tures. 


‘Cannon Elects Frost VP 

George A. Frost, manager of the 
jadvertising department of Cannon 
|Mills, has been elected a vp of the 
|company. 


Binford Moves in Atlanta 

Harry A. Binford Jr., formerly | 
vp of Bearden-Thompson-Frankel | 
|& Eastman Scott, Atlanta, has| 
been named vp and account ex- 
ecutive of Harvey-Massengale Co., 
also of Atlanta. 


That’s What Advertisers Reach in 


The Sporting News 
National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership _ 


Lorgest Newsstand Sole of Any Sports Weekly 
Published Weekly Since 1886—70 Continuous Yeors 


Marson Joins Geyer 

Jack Marson, formerly with S. C. 
Johnson & Son, has joined Geyer 
Advertising, New York, as a mar- 
keting executive assigned to the 
| Boyle-Midway account. 


This is the kind of hold our station has 


Loyalty on both sides, in more ways than you’d expect. 
A great and prosperous market well worth knowing about. 


A realistic rate card, subject to no deals. 
Not a triple spot all ’round the clock. 


Let George P. Hollingbery tell you about us all. 


ONE 


OF AMERICA’S GREAT AREA 
Reaching 2,881,420 People 


on people 


whio-tv 
cBs 
channel dayton, 
ohio 
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Product Services Names Two | 

Two executives have been pro- 
moted at Product Services, New 
York. Harlan Davis, who previ- 
ously was assistant radio-tv direc- 
tor, has been named director of 
the department. The position for- 
merly was held by Ralph Porter, 
who resigned some time ago. Rich- 
ard de Maio, who previously as- 
sisted Mr. Davis, has been ap-| 
pointed commercial film manager, | 
a reactivated position. 


An annual classic! The one great 
issue that itemizes all food and 
grocery advertising for 1957. Shows 
. expenditures for over 1,900 different 
brands in newspapers, magazines, 
Sunday supplements, farm publications, | 
* 


; 


, 4 
get 


outdoor, network and spot TV. Also | 
a special report on spot radio. 

Brands listed alphabetically by 
Pd product type for easy reference. _Goehring, Pennoyer Adds 2 


A vital marketing tool .. . eagerly- __ William Fox-Visioni and Clare 
|Potter Designs, New York dress 


Nes cere sors chore of entomord 
ewtmgoae plan de prestemes dl CHASE MANHATTAN Bank 
Baste mlementc deviate ul comdeller que usted be bars pr meediarion det 
CHASE MANMATTAN MAN cee Biaate 


eee cated qeoere tomers nnn of 


UNE COMO #90 m. DINERO Dm 


awaited by mfrs. and agencies for com- 


~* ‘manufacturers, have appointed | ig ce aod ee 
paring competitive strategy, spot- Goehring, Pennoyer Agency, New PAN MEE 6 PORETO BaD 
ek. Mie chee 
ting hot new brands, formulating York, to handle their advertising et: owner er 


their own advertising plans. 


, and publicity. 
Year-long reference value. 


REPORTER 
New York, N. Y. 


Advertising forms close June 11th. . . 
reserve your space now! 


Three Name Gent Advertising 
Gent Advertising Ltd., Toronto, 
/has been named to handle adver- 
|tising for the W. E. Woelfle Shoe 
'\Co., Walker Mufflers and Wilco 


MONTAGE EFFECTS—Using photo- 
montage, Chase Manhattan Bank 
has launched a new Puerto Rican 
campaign. Ad showing car being 
driven through bank doors is pitch 


| Equipment Sales of Canada. for auto loan business. Gotham- 


Vladimir is the agency. 


Chase Manhattan 
Buys Time Signal 


on Puerto Rican TV 


San JUAN, May 13—“It’s 7 p.m., 
Chase Manhattan Bank time.” 

WKAQ-TV viewers here have 
| been seeing and hearing these time 
| signals 27 times a week as a result 
of a new campaign launched in 
Puerto Rico by the Chase bank. 

In a bid for new business (sav- 
ings accounts, checking accounts 
and bank loans), Chase Manhattan 
| worked out the first time signal 
| arrangement in Puerto Rican tele- 
ee 
|@ The bank is buying five-second 
| time signals every hour on the 
| hour between 6 and 10 p.m. The tv 
| buy is also unique in that it is the 
first time a Puerto Rican station 
|has sold an advertiser anything 
{under 10 seconds. 
| Combined with the television 
drive is a newspaper campaign 


| featuring gimmicky photo-mon- 
tages to attract reader attention. 
| One ad, for example, shows a 1900 


Pierce Arrow in front of a Chase 
| branch, with the copy admonishing 
Puerto Ricans not to live in the 
| past: The modern way to pay bills, 
says the ad, is via a Chase Manhat- 
tan checking account. 

The bank, which has_ three 
branches here, is also sponsoring a 
daily 15-minute news broadcast 
over the English-language station, 
WHOA. 

Gotham-Vladimir Advertising is 
the agency. + 


Watch the women go buy GROCERIES—The 
Oregonian is 11th among leading newspapers in food 
advertising, because the men who manufacture and 
merchandise know there's more buying when the 
selling’s in the newspaper that’s as big as all Oregon! 


WATCH 


WATCH the women go buy! Watch 


the women go BUY! Watch the WOMEN go buy! 


WOME 


Watch the women GO buy! WATCH the women 


GO 


go buy! Watch the women go 


BUY: 


HOW BIG IS THE OREGON FOOD MARKET? 
A HALF-BILLION DOLLARS ANNUALLY! THAT'S DOUBLE } 
THE BOSTON MARKET... AND TRIPLES CINCINNATI. 


Avis Testing Radio Spots 

Avis Rent-A-Car System has in- 
itiated a series of one-minute ani- 
| mated cartoon spots on KDKA-TV, 
| Pittsburgh, testing a theme-urging 
| business men to make advance re- 
servations for Avis cars. The series 
began May 5 and will run to June 
29. A separate radio test campaign 
is being run in Wichita, Kan. Mc- 
Cann-Erickson is the agency. 


Bassett Joins SSC&B 


John R. Bassett, formerly ad- 
vertising and merchandising di- 
rector and national grocery prod- 
ucts sales manager of Stahl-Meyer 
Inc., has joined Sullivan, Stauffer, 
Colwell & Bayles, New York, as 
an account executive. The agency 
will move to new offices at 575 { 
Lexington Ave. early this summer. 


1957-1947 1957 
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The Oregonian 


leads in grocery advertising 


2d PAPER — 


Daily Circulation 


Total Advertising 


Dreyfus Gets 3 Accounts 

The Dreyfus Co., Los Angeles, 
|has been named to handle adver- 
|\tising for Phil Altbaum Inc., Ivan 
|Frederics of California and Elaine 
|Terry—California. The accounts 
will be handled through the new 
Dreyfus fashion division, headed 
by Bianca Magoffin. 


Largest Circulation in the Northwest 
231,829 Daily; 295,740 Sunday 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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Wherever executive 
and professional 
families live... there 
you'll find TIME 


—_ FACT about TIME’s audience is clear: it is 
heavily concentrated in the suburbs. In fact, 
TIME delivers to advertisers the greatest concentra- 
tion of executive and professional families available 
in America today— 


families that are the country’s most courted 
consumers, most desirable industrial custom- 
ers, most fertile source of capital, and source 
of personal and corporate good will. 
The location of a magazine’s readers is a factor that 
is receiving particular and critical evaluation from 
marketing men today. Your review of magazine cir- 
culations in the high income suburbs of eight of the 
largest cities will show that... 
TIME delivers 39% more circulation than News- 
week and U. S. News combined ... almost as 
much circulation as the biggest mass weeklies. 
And wherever executive and professional families 
live, there you'll find twice as many copies of TIME 
as of either of the two other news weeklies. 


These copies of TIME are concentrated in the hands 
of America’s best prospects—families with a total 
annual income of $27 billion, and liquid assets* of 
more than $85 billion (a figure higher than the total 
federal budget). 


The one best way to reach the country’s big con- 
centration of best prospects, reach them efficiently 
and economically, is TIME—with 2,250,000 families 
in all the best places. 


*Includes cash, checking accounts, all types of savings ac- 
counts, corporate stocks and bonds, and government bonds. 


Readers of TIME’s International Editions are also concentrated in sim- 
ilar communities, such as: Epsom, London; St. Cloud, Paris; Monte Parioli, 
Rome; Djursholm, Stockholm; Hurlingham, Buenos Aires; Westmount, 
Montreal; San Angel, Mexico City; Denen Chofu, Tokyo. 


TIME 


The Weekly Newsmagazine 
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js BACKGROUND: View of New York’s midtown sky line looking southeast over the city. 
FOREGROUND: Scarsdale, looking southwest over Withington Road and Cotswold Way. 
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BEER PiUS—To help celebrate the 


duced since its founding in 1844 

(AA, May 5), Pabst Brewing Co. 

has distributed these point of pur- 
chase displays. 


Dominance, ‘Best’ 
Use of Media Are 
NL&B Goal: Vedder 


CuHiIcaco, May 13—Media dom- 
inance and “positive media con- 
tribution” to sales pitches are 
keystones of media selection in 
the revamped media department 
of Needham, Louis & Brorby, Chi- 
cago, according to Blair Vedder, 
the department’s new director. 

He told the American Legion 
Post 170, an admen’s post, that 
the department has not set media 
policy as such, because such pol- 
icies impose undue restrictions on 
an agency’s creative work. 


@ There are, however, he said, 
three media tests that all of the 
agency’s advertising must pass 
before it is finally approved. 


e First, he said, the media plan 
must give the product dominance 
in some media, even if this 
means fewer media will be used. 
“Ads developed as an end result 
of a mathematical problem may 
solve the problem,” he said, “but 
they don’t give the needed impact 
on consumers.” 


e Second, all media planning 
must be consistent with everything 
the agency knows about the me- 
dia, the product and the market 
involved. 


e Third, each medium must be 
used so that its particular advan- 
tages are used to make a positive 
contribution to the ad theme. Ac- 
cordingly, Mr. Vedder said, tv ads 
must make special use of its vis- 
ual and movement advantages; 
color ads must use color to its 
fullest capacity in supporting the 
ad’s theme. 


® The revamp of Needham, Louis’ 
media department is part of the 
general agency shakeup that has 
taken place since Paul Harper was 
named exec vp two months ago 
(AA, March 31). Mr. Vedder was 
recently elevated from assistant 
media director to media director 
succeeding the late Otto Stadelman. 


Household Net Up 

Household Finance Corp., Chi- 
cago, has reported net income of 
$6,048,586 for the first quarter of 
this year, compared with $5,740,144 
during the same period last year. 
The gross increased from $31,570,- 
873 in the first quarter of 1957 to 
$32,260,033 in the same period of 
1958. 


Johnstone to Cohen & Aleshire 


Donald Johnstone, formerly di- 
rector of marketing and research 


joined Cohen & Aleshire, New 
York, as director of research. 


to 391 the number added in the 
first four months of 1958. 


'|being the biggest year in our 56- 
year history.” 


100,000,000th barrel of beer pro- | 


of Burke Dowling Adams Inc., has 


American Motors Adds Dealers 


American Motors Corp. added 
111 new dealers in April, bringing 


| Acousticon Sales Up 58% 
| Dictograph Products Inc., New 
York, reports sales of Acousticon 
hearing aids for the first three 
|months of 1958 are 58% ahead of 
the preceding quarter. The com- 
/pany says its currently expanding 
sales “could well result in 1958 


Carhart Joins Kander 


G. Warren Carhart, formerly | 
midwestern district manager of 


Advertising Age, May 19, 1958 


Standard Rate & Data Service, has; Robinson Names Lane ter J. Gans Jr., who has been 
joined the Chicago staff of Allen | Robinson Brick & Tile Co., Den- appointed manager of the com- 
Kander & Co., Washington, nego- | ver manufacturer of glazed brick pany’s Richmond branch. 
tiator for the purchase and sale of | and tile, has named Bradley Lane 
daily newspapers and broadcasting Advertising, also Denver, to handle | Mandolini to ‘Metalworking’ 
stations. ‘its advertising. Doyle, Kitchen &| Robert F. Mandolini has been 
McCormick is the previous agency.| named advertising manager of 
Tetley Buys CBS Daytime | Western Metalworking, Los Ange- 
Tetley Tea Co., Greenwich, N. Y.,| Reynolds Appoints Two | les. He was formerly in the adver- 
will sponsor five weekly five-min- E. W. O’Brien Jr., formerly as-| tising department of the Los An- 
ute units of various CBS Radio|sistant advertising manager, has| geles Mirror-News, the San Fer- 
daytime dramas beginning May 21.|been appointed advertising man- | nando Valley Times, Van Nuys 
Ogilvy, Benson & Mather is the|ager of Reynolds Aluminum Sup-| News, and Hollywood Citizen- 
agency. ply Co., Atlanta, succeeding Wal-| News. 
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Advertising Age, May 19, 1958 - 
and set up its research and prod-/| Phillips Named KDAY Head 
uct development department in| , rving Phillips, president and 
1950. general manager of KYA, San 

|Francisco, until its sale to the 


Inc.; Cornell Aeronautical Labor-| Milprint Creates Market Unit 

atory; National Gypsum Co. | Milprint Inc., Milwaukee, has 
Honorable mention went to Car- formed a market research depart- 

borundum Co.; Dunlop Tire &/| ment as part of its expansion pro- 


Niagara Ad Group Honors 
17 Companies, Six Agencies 

17 companies and six advertis- 
ing agencies have received awards 


from the Niagara Frontier Adver-|Rubber; United Cooperatives;| gram to augment its sales func- Burton Joins Standard Milling | Bartell Family Group, has been 
tisers Assn. Companies winning|Kistler Instrument Co.; Niagara|tions. Paul Hultkrans, new vp of} Richard E. Burton, formerly named vp and general manager of 
first place in various categories are |Machine & Tool; Wildroot; Na-|market research, will head this| Kansas City branch manager of|KDAY, Los Angeles. Frank Crane, 


Barcalo Mfg. Co.; Daystrom Furni- 
ture Co.; Carborundum Co.; Pro- 
tective Closures Inc.; Wildroot Co.; 
Niagara Frontier Transit; Dunlop 
Tire & Rubber Co.; Liberty Bank; 
Keebler Biscuit Co.; Niagara Ma- 


tional Gypsum; Majestic Map Co., 
and Wurlitzer Co. Agency awards 
went to Batten, Barton, Durstine 
& Osborn; Barber & Drullard; G. 
M. Basford Co.; Baldwin, Bowers 
& Strachan; Comstock & Co., and 
Harold Warner Co. 


department and oversee the ac- 
tivities of managers of the meat, 
dairy, candy and bakery pack- 
age sales divisions and product 
managers for foil, bag and litho- 
graph sales. Mr. Hultkrans has 
been with Milprint for 19 years 


Pillsbury Mills’ grocery products 
division, has been appointed direc- 
tor of marketing of Standard Mill- 
ing Co., Kansas City. He will be in 
charge of marketing the company’s 
flour and its new Patio Chef char- 
coal briquets. 


previously vp and general man- 
ager, is now exec vp of the parent 
corporation. 


WMIL Promotes Radoft, West 
Sol Radoff, public relations di- 


rector of WMIL, Milwaukee ra- 
dio station, has been promoted to 
exec vp, and Oliver W. West, an 
account executive, has been 
named sales manager. 


chine & Tool Works; Wm. J. Keller 


a 


Richardson to Underwood 
Elmer M. Richardson, former 
| director of marketing, aluminum 
: division, Olin Mathieson Chemical 
) Corp., has joined the Underwood 
Corp., Hartford and New York, as 
general marketing manager. 


Steel Maker Names Agency 

Bliss & Laughlin, Harvey, IIL, 
maker of cold finish bar steels, 
has named Ladd, Southward & 
Bentley, Chicago, to handle its ad- 
vertising. 


WSAZ-TV Names Garten 


C. Thomas Garten, former tv 
commercial manager, has been 
elected vp and commercial man- 
ager of WSAZ-TV, Huntington- 
Charleston, W. Va. 

Mexican Agency Joins Group 

Publicidad Salas S. A., Mexico 
City, has been elected the 50th 
member of the Affiliated Adver- 
tising Agencies Network. 


It wasn’t so long ago that mowing the lawn set off 
domestic groaning. Today, thanks to engineering en- 
terprise and ingenuity, the power mower has become 
a family friend—and the lawn gets mowed more often. 
The mower manufacturer takes a bow, but the ob- 
servant industrial salesman knows that here’s another 


Scott Promotes John Reynolds 

John Reynolds, with Scott Inc., 
Milwaukee agency, since 1950, has 
been elected exec vp. 


product of Metalworking. 
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A big piece of the economy, the $130 billion Metalworking 
production operation makes every labor-saving machine, 
contributes to better operations in every industry. Year 
after year, its output adds up to more than one quarter of 
the gross national product. | 


we OARS 


ASRER 


s 
% 


Our mower illustrates the point. Involved in its pro- | & 
duction are hundreds of parts, dozens of materials, 


Metalworking processes of all types. The man who ; Pas 
directed its creation was not just a mechanic but a | 3 ©] LS | ! we 
trained Metalworking production engineer or executive. | % te 
You'll find him behind practically every metal product. | & 25,000 Ss 
Whether he supervises the production of lawn mowers a QUARTS ee 
or Diesel engines, hi-fi sets or washing machines, he’s “3 OF x 
a production specialist. ie ea 
p pe | ORANGE 

American Machinist is edited for these specialists. Readers | & DRINK 
regard it as a “working” tool in their professions. That's bs SOLD 
why more production men subscribe to American Machinist es 
than any other Metalworking publication. | : IN 
Advertisers use a stronger measure: does it help sales? JUST ee 
It certainly does. Last year, 988 advertisers used over ie ONE s 
6,000 pages in American Machinist to reach—and sell $5 DAY !* & 
—the key men who make the decisions in all branches % = 
of Metalworking production. : *In Pittsburgh, eA 

KA with an % j 
Where it’s made of metal .. . they're reading 7 owe 6 Sh 
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910 East 138th Street 
New York 54, N.Y. 


4 Sales Offices: Boston * New York Ye 
A Chicago ¢ Dallas , 
San Francisco 


# 


i McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION ¥ 
| 330 West 42nd Street, New York 36, N. Y. * Se 
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“Short, 
Concise, 


says Jack Hartung, Director of Purchases, 
St. Regis Paper Company 


“Purchasing Week js especially useful to busy purchasing executives in that its articles are 
short and concise. At the same time, nothing of importance is omitted. When business 
conditions are rapidly changing. I do not have time to read long stories crammed uth 
unimportant data. The big thing about PURCHASING WEEK is that it is pitched 
right at purchasing men—with plenty of meat in every sentence! It gives us the 


kind of information we need with considerable savings of reading time.” 


The marketplace for the buyer and seller! 


PURCHASING WEEK is the rapid-fire-weekly that delivers the news of 
purchasing and your products to the men-who-buy for American Industry. 
These key men rely on PURCHASING WEEK for all vital news and 


trends affecting purchasing operations—every week of the year. 


The fast source of meaningful purchasing information! 


PURCHASING WEEK presents the news in an easy-to-read, time-saving format 

17 full-time editors concentrate their editorial talents on the areas of prime interest to 
purchasing executives. 550 business-industrial reporters in the United States and throughout 
the world . . . the McGraw-Hill Research Department . . . editorial facilities of 33 other 
McGraw-Hill magazines — and more, back PURCHASING WEEK’s full-time editorial staff. 


Speeds your sales messages to the men-who-buy! 


PURCHASING WEEK concentrates on the informational needs of these decision-making 
men. They are interested in news of your developments, products and services. 
By concentrating your advertising in PURCHASING WEEK you will be ... 


calling every week on the man your salesman must contact. 


Purchasing Week 


McGRAW-HILL’S NATIONAL NEWSPAPER OF PURCHASING 


McGraw-Hill Publishing Company, Inc., 330 West 42nd St., New York 36, N.Y. 
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Full color 


in all 
its glory 


Black and white 


with dramatic impact 


POSH SHHHHHEEHHHEHEHEEEE HEHEHE SHEHHEH HEHEHE EEHEEHHEHHTHTH EHH HHHEHEEEE HEHE EEE EEE EEE EE EEE EE EEE EEO HOES 


HUTCHINGS & MELVILLE, Inc. Custom Photoengraving 


4043 North Ravenswood Avenue, Chicago 13, Illinois Telephone: EAstgate 7-9220 


SOPOT EEE EEE HEHEHE EE EEE EEE HEHE EEE 


| Earnings of 


Advertising Age, May 19, 1958 


Advertisers 


1957 Fiscal Year 


Sales 


| Company 1957 1956 1957 1956 


.. $ 109,664,266 $ 95,313,711 $ 4,783,201 $ 8,731,568" $2.80 $2.17 
3,600,882,122 3,555,684,148 161,058,093 164,816,293 2.15 , 


| Paramount Pictures 
| Sears, Roebuck & Co. .. 


Earnings Earnings per Share 
1957 1956 


| Sterling Drug Co. .... 198,703,366 177,731,471 18,814,704 16,918,594 2.38 2.15 
| Studebaker-Packard ... 213,203,741 303,038,430 —11,135,108 —43,318,257 —— -—— 
| Trans World Airlines . . 231,076,850 210,279,423 — 1,558,446 — 2.326658 —— —— 
i. 2 Sees 2,344,176,856 2,046,305,092 332,303,644 302,262,620 594 5.51 
U. S. Rubber Co. ..... 873,583,074 901,260,194 29,695,027 31,870,013 4.27 4.74 
| Montgomery Ward & Co. 1,073,799,422 1,045,767,458 29,696,757 35,844,479 2.19 2.56 
| Warner-Lambert® ..... 176,290,000 153,320,000 14,330,000 11,426,000 543 4.63 

Wrigley Jr. Co. ....... 92,277,165 90,003,164 10,902,327 11,153,703 5.54 5.67 


|“ Includes $4,991,501 from sales of films and investments. ® Worldwide operation including noncon- 


| solidated foreign subsidiaries. 


PITTSBURGH, May 13—In_ 1957, 
one “hot” market failed to mate- 
rialize. Forecasters predicted that 
about 250,000 central air condi- 
tioning units would be sold, but 


only 160,000 unit sales were re- 


Type faces can get tiresome. An overworked 
type face can easily dull a bright headline 
or make a message look monotonous. On 
the other hand, a face that’s new or unusual 
can freshen the appearance of any piece. 


Your printer, lithographer or silk screen 
representative can help you pick the proper 
type for anything you print. He knows 


what's new. He knows what’s best of the’ 
not-so-new. And his wide experience with 


all kinds of type can help you produce a 
better looking piece every time. So be sure 
to talk with him before you start work on 


your next printing job. 


You'll like working with your printer, litho- 
grapher or silk screener. We know because 
we’ve done it for years in bringing printers 
the quality papers they need to serve you 
best— the most complete line in the world! 
The Mead Corporation, Dayton 2, Ohio. 


MEAD 


94% of Buyers of Central Air Conditioning 
Unreached by Sellers, Westinghouse Finds 


alized. 

To find out why, Westinghouse 
Corp. went through an extensive 
marketing research study and 
learned that 94% of those who 
purchased a_ central residential 
system for their homes had never 
been called upon by an air con- 
ditioning salesman. 

64% of those who didn’t have 
air conditioning had no idea of 
either cost of installation or cost 
of operation. One of three non- 
owners actually believed that air 
conditioning was unhealthy or 
had some other disadvantages. 

The company further figured 
that the entire industry had air 
| conditioned less than 2% of the 
|homes that need or can be right- 
fully expected to buy air condi- 
tioning. The solution, Westing- 
| house decided, was an educational 
|campaign, plus a lot of doorbell 
/Tinging. 


|m™ The campaign is built around a 
six-page editorial-style ad in the 
May issue of House Beautiful, de- 
signed to “take the mystery” out 
of the subject. Called “Summer is 
hell for millions of people,” the 
jarticle is written by Bob Consi- 
‘dine and presented as a regular 
editorial feature. It is labeled, 
“an article in the public interest, 
published by the air conditioning 
division of the Westinghouse Elec- 
| tric Corp.” 

The bulk of the campaign will 
| be on the local level, and the com- 
pany expects to spend a mini- 
mum of $500,000 on co-op ad- 
vertising. A full line of ad mats 
|}and radio and tv spots has been 
| prepared. Newspapers and direct 
mail will be the major media, the 
‘company reporting that direct 
/mail has been particularly effec- 
| tive in the residential field, where 
|it is easy to pinpoint the areas 
|which hold the greatest potential. 


= Westinghouse is sending its ad 
and sales promotion staff into 
‘all air conditioning markets to 
|push intensively for personal calls 
by dealers. 

The Considine article has been 
converted into an eight-page bro- 
chure, which the local dealer dis- 
tributes. At the same time, the 
| factory sends out to each of the 
dealer’s prospects a_ brochure, 
“How to buy complete comfort for 
your home.” A series of four-color 
stuffers also is available. 

Fuller & Smith & Ross is the 
agency. + 


Dodge Appoints Harding 

Don E. Harding has been ap- 
pointed sales promotion manager 
for truck sales of Dodge division, 
Chrysler Corp. Mr. Harding, who 
joined Dodge in 1950, most re- 
cently was retail merchandising 
manager. 


Martin Joins McCobb 

Harry Martin, formerly an ac- 
count executive with Alfred Auer- 
bach Associates, has been named 
pr director and manager of client 
relations and merchandising of 


Paul McCobb Design Associates, 
New York. 


a 


; 


: : Rate eh : ; Fh Pa ee ued Spee ae Bote i Bien r Resi 7 r _ alt ey : Nid wis i & ore nes ae wid. Sealy a ots eee 3 Ber ohio, >. 
Bites a Saint Se WR. gis. RII on rman eneee ci eae a + ne re 
Sas + i aes yah < P “0; Gere ee ee Se ee a F 
ite ; : i —— er 

‘ _ 

F . . P| 
, . . 

e 7 
: ° ° 
. . , 
. 
: : es 
e . 
-y ° oy. \ , 5 
‘s * > ° |_| 
i ° Fd ° 
4 ; 
as . } iy ’ : 4 
e av > ; 
mS. . se + == . ) 
“Ee . > 2 
zen é ls “ PA . 
a 7 ° 444 
ia . a - <— y t ® 
ae ® “oe “a.” , e 
" . ‘\ * , 
4 : ed )-—.# : 
E bd 7 “4 . 
be : es -—) ° 
pi ‘ Zz . 
aa e Me 
a oa . 
: 7 +. Se : 
: . . 
ae . Cert 4 . . 
he ° te aid N 4 4 . } 
ate e tha rs © ey . we a 
. 
a ; ~ ; 
et . . | 
ie e * i 
f ° rs 
on © . 
i ° . | 
$ . 
i - . . 

% . . 
es . . 
oe ee 
4 
se ee 
= . iw 
a gt: “Sere aa ra 2 ~~ 3 Mee ee i ie pt et: Si ae Le ae ee wee RS. 2 Vestas a 
a Dy : ‘ “ ; . - 

: 4 . ; ie” ‘ : , 
Oe. rs , ae a ' ee town ae A 
a : a.” —— , & £ aa . 
it a, “ ~ , Ve sane “ , 
Bo. a oe "4 4 oh aay r ets o % ‘: 
aoe “ a + e " x 2 ae #3 : = a 
rE x y ‘a ce » | a n Te : 
eee Re ae ¥ - ’ ey 2% Pha ; 
gen Bs » ee aa e * : “4 % : 
Re go of ¥ pets . a . 4 " i 
som ce } 4 : pe q : 
eee 4) aa ; > : ; ; x 
. A “a f a z 2 gi ‘ x J f 4 . 1 
: x a : F 8 é 
a4 , rs a ss ; 7 : ed t : Fs ; 
é % ¥ * P I az 2 ‘ se bs * : fg 3 ae 
; ; 09 ge : ‘e : : ae Pe. . ~ i 
ey : : e : a 2 3 ; 
oy : : a % oa 4 # oa . : 
et we - ' : a By : Ps oy ears te > x : ? 
ns “i od . Kas a 2 ae : a = 
$ . f ™ ED F be y 8 he : 
; i aie Se j : ee. ‘ ‘ 
cs st ei ¥", ee a ie : “ ee aaa = ee 
ar iar “a rae. af rch ose a ok pes ee ‘ 

Ae . ia “an : -* ah i ; 2a es : . 
! — . By — ab w@ as 
: - = “9 . oo sath: “i Aa } 
sips a se * ta-3) ae ea-* 2y bay? " 

iil ots Ey . B. - m ss ec : 
. a aa oo _ Sf x ‘% 
i “2 4 oa é ty » « ks & - ; 
4 At * wee ee. * : " ai e Bs ee: i 2 | 
ae *e 7 F : 3 ud ie 3 i 
‘ E ae e : Ee - : 
4 ‘S Ca Ms : : ‘ : y a : 
ie F 7 a - 3 ‘ a i bi # & & : { 
a3 1 j a . { “, & : j 
; i yi, P Aci * , € J me : ae z te j 
oul at a a ‘es Lary - ; ne ay . H 
> ~ t 3 ss s) : a ; : A “ ‘ 
: eer : ‘ ; : 
ay a - al 5 - a cen oe x E ‘: 2 ‘ a Se | 
ee : or: = ae i ‘. > ae ans ute F - | 
" 7 om ¥ fa bf 3 j 
; - Bion oem “a 2E2%,. ang ‘ ee Eas s i 
‘ [=> P ) “ > “> o cox ss y 2 .o 
oo ve r i iets see es ’ : | 
e .. \ de P 4 ae F 4 ok. 4 
=" Bree oe ER.) ee Se re Vall tae Pam ta PRS as ees. Me hor tg Cee Oe eee mae ay Cor “i = 
nt % Baws : Ee nes oe oe oe eee eke. gee Ce wa a sie tay a er 4 SR 3 5 { 
: ; ‘aes —< ne: _ See ‘s 
Bias ray : SS : 4 
5 ele ae : ; , 
: ees WHEN THE FACE IS TOO FAMILIAR... cad 
ig? one x ie { 
oa ta ew ‘ 
or ae ra. eee a ae j S. : 
Sod 4 ae e hee se te ae nd we ak 
r “eet . ec 
ne f * a Bon: 2 
: th / Se : 
Pi Ss ” a 
o 4 ee és 
cf ce 3 : : 
é oy fe ; 
ee Wee 
a ee 
e ise i : ie 
nig! Wy “sf ° | 
S ae * ‘ q 
is ft : * | 
aie S “ee 4 
7a a ae 
hs Ce 
; 6 P 6 | 
34 eae i : f 
Be: i bi : ee ~ : I 
rs eee i f 
t =e : - ; $v % c i i ; . 
| siete eee 1 PAPErss| ee | 
i Deke ; “oF € 
: si: coe . : 7 , 21 yr ; i 
4 : ee ay ’ > RE NR Sh Phe - j ee } 
“e 
: > . . : : 
: Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio + New York + Chicago + Boston + Philadelphia + Atlanta Po 
ee) 
ae: ee ag aap rte eae Sieg eee Lge ts ig Seas a es ee Pee Tet ee eae ge wea ee er eas oe Ue eee eet SS eaten ee eS 
met flag. ee Ee re ts Zig i: eteenlgee ES eos Seagrass. Oe ars gee” a re, Bh = al puch CR coal privates Gebire Peta. Cis A am marae Ge af Ma besarees Gone ae Bie Aa He a et BS 5 reat ee Ree ae DET hy ene PL ete heh etme cet on” URNS: te foe aa oe oi 
ray ES? Rae ee Shee Ce aes > aes a at Bai eae soa SORES ect ES 2 RE PO Rp EIS er ee Feceta i oe Rr Rg ed z sage aa ene a eee: 5 ame rf Saber: ees, , ae ri errs eearce - 
Suse eee ee Lee Se” 5 GRE een oe, lh Sy et syne a Me pon ee CAS SEE ee eee: OVa AB) 593 AREER DMT NSS, Ce ee Aa ae BS 2 ahh 1 ata a gS UL n age Sy ke eT ae ice set rr aR 
act an oats aa eats ae se : Tae ae Bs So eee a fae) Wee ee ieee * 0 3, eee ee eee Cae a ; aOR ee: a: i 2 oa ectehe site Tepe cia ergimaa Aes, Oo aOR eae Ln Lata a cnc oy een amen 
Mer, > rie Sa eee eee See. sg peeks | omacaemame rita call ee ici, ey Dec delle a aan ees Semen 200 |i OPE ema 5 UR ee al ec To Ee ee pe, Smells ei li ae i Weer names oe eee MES ee Ee 


ae 


Advertising Age, May 19, 1958 


| Andrews Boosts Two 
Ken Gredler has been named 
media director of Andrews Agency, 

Milwaukee, succeeding Don Or- 

laska, formerly head of both the 
media and research departments, 
who has been named director of 

May 19-21. Sales promotion division of research. Mr. Gredler had been 
National Retail Merchants Assn. (former- |copy chief for the agency’s Le- 
ly National Retail Dry Goods Assn.), an- Tourneau-Westinghouse Co. ac- 
nual convention, Palmer House, Chicago. leount 

May 23. Illinois Daily Newspaper Mar- . 
kets, annual meeting, Springfield, Il. 
_May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 

May 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park 
Inn, Asheville, N. C. es ; 

May 26-30. American Management Assn.,|Savoye Advertising Services, has 
national packaging exposition, New York joined Torobin Advertising Ltd., 


Coliseum. 
May 30-June 1. Federation of Canadian Westmount, Que., as an account 
Advertising and Sales Clubs, 10th annual | executive, 


convention, Britannia Hotel, Huntsville, 


Coming 
Conventions 


‘De Savoye to Torobin 


L. Douglas de Savoye, formerly 
an account executive of Cockfield, 


Brown & Co., and president of de| 


Tatham-Laird Names Tamke Zift-Davis Ups Morrissey 

Fred W. Tamke Jr., a copywriter George Morrissey has been pro- 
and publicity director of Tatham-|moted from the advertising sales 
Laird, Chicago, has been appointed | staff to the new post of assistant to 
a group copy supervisor with the advertising director of the 
print copy responsibilities for Par- electronics division of Ziff-Davis 
ker Pen Co., Geo. Wiedemann Publishing Co., New York. The 
Brewing Co., Wander Co. and electronics division consists of Hi 
Procter & Gamble’s American! Fi & Music Review, Popular Elec- 
Family account. tronics and Radio & TV News. 


Boston Mail Club Elects Terry Joins Telemeter 


Nathan Weinstock, ad manager Richard A. Terry has_ been 
of Chilton Greetings Co., Boston, named manager of advertising and 
has succeeded Paul Butterworth, |sales promotion of Telemeter Mag- 
Dickie-Raymond, as president of/netics Inc., Los Angeles, manufac- 
the Boston Mail Selling Club. Oth- | turer of ferrite cores, core mem- 
er new officers are James Watson, ories and data handling systems. 
vp; Ruth Dondero, secretary, and Mr. Terry previously was with 
Donald Segal, treasurer. Remington Rand Inc., St. Paul. 


Ont. 

June 3-6. National Industrial Advertis- 
ers Assn., annual convention, Chase-Park | 
Plaza Hotel, St. Louis. 

June 4. Assn. of National Advertisers, 
2nd annual workshop on cooperative ad- 
vertising, Hotel Sheraton East (formerly 
Ambassador), New York. 

June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- 
Statler Hotel, Dallas. 

June 15-18. Poster Advertising Assn. of 
Canada, Minaki Lodge, Minaki, Ont. 

June 16-19. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, Lord Baltimore Hotel, Baltimore 

June 22-24. New England Newspaper 
Advertising Executives Assn., summer 
neeting, the Eastover, Lenox, Mass. “hy 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B. C. 

June 24-26. American Marketing Assn. 
annuai convention, Harvard School of 
Business Administration, Boston. 

June 27-28. Mutual Advertising Agency 
Network, quarterly meeting and annual 
awards competition, Bismark Hotel, Chi- 
cago. 

June 27-29. Northwest Daily Press Assn., 
annual summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 

June 29-July 2. Newspaper Advertising : a 


Executives Assn., summer meeting, The Pe ERE NE Be 


Broadmoor, Colorado Springs, Colo. 

July 23-26. Advertising Age workshop 
on creativity in advertising, Edgewater 
Beach Hotel, Chicago. 

Aug. 13-14. 3rd Annual Circulation Sem- 
inar for Business Publications, Edgewater 
Beach Hotel, Chicago. 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baltimore Hotel, Baltimore. 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst annual convention, Chase-Park 
Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 15-17. Point-of-Purchase Advertis- 
ing Institute, first national members meet- 
ing, Hotel Claridge, Atlantic City. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. . 

Oct. 20-21. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 4th annual meeting, Drake Hotel, 


Chicago. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 


Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit of 
Circulation, annual meeting, Hotel Bilt- 
more, New York. 

Nov. 20-21. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 


Little Joins Mathes 


Robert E. Little, formerly of 


Benton & Bowles, has joined J. M. | 
Mathes Inc., as an account exec- | 
utive. 


Lizzie 
does | 
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See page 98 | 
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There are too many fans who are important to you. From opera fans to 
bullfight aficionados, a fan is a man (or woman) who’s interested. 

An interested TV fan, for instance, is a potent force. Almost 80% of all 
homes have TV. More than six million of them have TV GUIDE every 
week. Can it build fans for your product? 


An average reader turns to TV GUIDE five times a day. When 14 million 
prospects pick up TV GUIDE five times a day seven days a week, you realize 
the most impressive print exposure ever offered. The setting’s made for selling 
and so is the cost—two pennies buy a thousand exposures. 
Can you afford not to take advantage of it? 


CIRCULATION NOW OVER 6,300,000 TV) 


PAN 


‘eae 


The most 


LOOKED AT 


tv station 
in 


Sources: Magazine Reading Trends, Sindlinger & Co.; Television Bureau of Advertising, Inc. 
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Ten years ago we believed that there was a place in this nation for 
a magazine of science. We believed then that the motive force of 
modern civilization was science. Can anybody doubt this today? 

We wished, as publishers of Sctentiric AMERICAN, to provide 
a mirror which would reflect the advances of all branches of science 


and technology. Our assignment was, and is, the universe. Our authors 
have explored the universe from the basic particles of matter to the 
farthest galaxy, from the interior of the living cell to the peaceful 


applications of nuclear energy. To this task our editors have lent 
all the techniques of modern journalism, from clear prose to fine art. 
They have, moreover, related the new knowledge of science to the 
work of industry, to the affairs of state, and to the daily lives of men. 
They have produced a magazine so closely attuned to these relation- 
ships that our circulation now exceeds 200,000. 


Our readers are the men of Technical Management — engineers, re- 
search scientists and technical executives. Over the past decade their 
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scientifically trained intelligence has gathered ascendant importance SCIENTIFIC 
~ in our economy. Today, no other group has their professional author- AMERICAN 
ity in choosing what industry buys. Their interest in the editorial con- q ' 


THE MAGAZINE 
READ BY 
TECHNICAL MANAGEMENT 


, tent of SclENTIFIC AMERICAN is matched by their attentiveness to 
messages from advertisers who understand them and understand their 
unique role in American industry. 


SCIENTIFIC AMERICAN, INC., 415 MADISON AVE., N.Y. 17 
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Labor Publisher 
Lewis Dies on Eve 


of Senate Testimony 


New YorK, May 13—Sidney 
Lewis, 58, secretary-treasurer of 
Lewis Print Inc., publisher of the 
Labor Chronicle, official publica- 
tion of the Central Trades & 
Labor Council of Greater New 
York (AFL-CIO), died of a heart 
attack May 7 in the Senate 
office building in Washington. He 
had been subpoenaed to testify 
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is chars A LINE | 


Will give you 


67,000-+ ABC Circulation 

in the best of ‘s 
PHILADELPHIA SUBURBS 

For Market Data write to 


311 &. Lancaster Ave., Ardmore, Pa. 


before the Senate rackets inves- 
tigating committee. 

Robert F. Kennedy, counsel of 
the committee, told reporters that 
Mr. Lewis had been called because 
some of his employes had at one 
time worked for Benjamin Lap- 
ensohn, former exclusive adver- 
tising agent for the “Pennsylvania 
Federationist,” a yearbook pub- 
lished by the Pennsylvania Federa- 
tion of Labor from 1946 until it 
was discontinued in 1954. During 
that time Mr. Lapensohn is alleged 
to have shaken down business 
men for illegitimate advertising 


VOX POPULI 


AND NOBODY LISTENS ANY HARDER To POPULI’s vox 


THAN GUILD» BASCOM, ano BONFIGLI - ADVERTISING 
SAN eaanianeie Los ANGELES , NEW YORI , SEATILE... 


[emery most WE 
SIMPLY MUST FIND 
A SUPERIOR CLAIM 
FOR THORNTON’S 


PICKLED THISTLES - M 


WELL » GENTLEMEN... 
WE’VE FOUND 
OUR CLAIM «-- 


THORNTON'S ore 
UNBREAKABLE 


DENIAL: 


IT HAS BEEN RUMORED THAT G. B. AND B. 
ARE THE ONES RESPONSIBLE FOR MOVING 


THE GIANTS WESTWARD. THEY SAY WE’RE 
SIMPLY USING THEM TO PROVE A SAN FRANCISCO 
BASED OUTFIT CAN COVER THE COUNTR™ 
HECK, WE PROVED THAT LONG AGO. PROVED 
\T BY SERVING SUCH FAR-FLUNG CLIENTS AS 
SKIPPY PEANUT BUTTER, NUCOA MARGARINE, 
RALSTON RICE CHEX and WHEAT CHEX, RY- KRISP 
AND INSTANT RALSTON, FARMER JOHNS HAM 
anD BACON, HARRY AND pAviDS FRUIT- OF-THE-MONTH, 
MOTHERS COOKIES, MARY ELLENS JAMS ane JELLIES, 
HEIDELBERG BEER ano BREAST-O:CHICKEN TUNA. 


‘Bascom en4 


ule ligt 


-advertis ising’ 


jand “contributions” to the extent of 

$481,707, which he is said to have 
pocketed. He is now reported to 
be in the West Indies to avoid 
appearing before the committee. 
Mr. Kennedy said there was no 
\link between Messrs. Lapensohn 
land Lewis; he refused to say what 
testimony he had expected from 
Mr. Lewis. 

Mr. Lewis was born here, be- 
came a member of Typographical 
Union No. 6, and worked in the 
composing room of the New York 
Journal for a time before entering 
the job printing business started 
by his father, John Lewis, early 
in the century. The elder Mr. 
Lewis is still active in the busi- 
ness. 

In addition to acting as publisher 
of Labor Chronicle, a bona fide 
‘trade union publication, Lewis 
Print Inc. also owns and publishes 
Travel Trade, a monthly publica- 
tion for travel agents, established 
in 1929. 


CLIVE C. DAY 

| NEw York, May 13—Clive C. 
| Day, 62, board chairman of the 
Nestle Co., died May 11 at Overlook 
Hospital, Summit, N. J. 

Born here, he was graduated 

| from Yale University and served 
in the 311th Field Artillery during 

World War I. Following the war 
| he joined Lamont, Corliss Co., a 
| predecessor of Nestle, in 1920. He 

became a vp in 1945 and exec vp 
| two years later. 

Mr. Day became president of the 
company in 1948 and continued in 
that capacity after the company’s 
name was changed to Nestle 
Chocolate Co. in 1951. Later, when 

| the company’s name became Nestle 
|Co., Mr. Day was elected vice- 
chairman in 1952 and chairman in 
1956. 
He was president for several 
| years of the Assn. of Cocoa & Choc- 
olate Manufacturers of the U. S. 


| WALTER S. REED 

HACKENSACK, N. J., May 13— 
Walter S. Reed, 63, vp and general 
manager of Dexter Folder Co., a 
division of Miehle-Goss-Dexter 
Inc., Chicago manufacturer of 
printing machinery, died May 11 
in Hackensack Hospital. An em- 
ploye of the company since 1921 
and an officer since 1930, Mr. Reed 
was well known in the local print- 


ing field. He had been active for | 


|many years in the National Print- 
ing Equipment Assn. and National 
Lithographers Assn. 


‘army career he parachuted 


Advertising Age, May 19, 1958 


Richard Weil, 50, 
Former Officer of 
Macy & Co., Dies 


New York, May 13—Richard 
Weil Jr., 50, former president of 
Macy’s, New York, and a former 
vp of R. H. Macy & Co., holding 
company of the national chain of 
department stores, died May 10 of 
a heart attack at his home here. 

Born in New York, Mr. Weil 
was a grandson on his mother’s 
side of Isidor Straus, co-founder 
of the Macy chain. After attend- 
ing Yale University, he became a 
trainee at Macy’s in 1929, although 


|he wanted to devote himself to 


writing. He was once described as 
“an intellectual who attacked 
problems in retailing as if they 
were problems in logic.” 

After serving in various capaci- 
ties at Macy’s, Mr. Weil in 1936 
was transferred to L. Bamberger 
& Co., Newark department store 
owned by Macy’s, as advertising 
manager. He became president of 
Bamberger in 1939. 

When World War II began, Mr. 
Weil joined the Office of Strategic 
Services as a captain. During his 
into 
Yugoslavia to serve as _ liaison 
officer with Marshal Tito. He also 
served with other guerrilla groups 
behind the German lines in Italy 
and the Balkans. He left the serv- 
ice in 1945 with the rank of Lieu- 
tenant Colonel and the Legion of 
Merit award. 


® Returning to Macy’s, Mr. Weil 
was named a vp of the parent or- 
ganization and in 1949 was 
elected president of the New York 
store. He immediately put the 
store’s advertising into high gear. 

In March, 1952, Mr. Weil re- 
signed as president of the New 
York store, and in July as vp and 


|director of the parent company. 


His cousin, Jack I. Straus, who 
took over the presidency of both 
companies, said Mr. Weil had suf- 
fered two heart attacks. 
Subsequently he served for a 
time as president of the National 


|Assn. of Mental Health. He was 


a director of E. J. Korvette Inc. 
and had been a director of Schen- 
ley Industries and was chairman 
of its operating committee in 1954. 
In speeches and articles he fre- 
quently advocated a “broad view 
of issues’ by American business 
men, and he urged business men 
to take greater responsibility in 


| public and world affairs. 


NATIONAL REP: WEED TELEVISION 


PACIFIC NORTHWEST: 


You've 9 it again. Ya missed 
the biggest single TV buy in the 
West. You passed up the Cascade 
Television package again . . . this 
KIMA-TV with its satellites. Doesn't 
an exclusive billion-dollar market 
tickle your fancy? Here's a half- 
million people and Cascade's got 
‘em—exclusively. Let's not miss it 
again, Smidley, or we'll be miss- 
ing you around here. 


Quite a market .. . 


General merchandise $60,135,000 
Apparel $26,172,000 


Source: 1957 “Survey of Buying Power” 


KIMA-TV 


YAKIMA, WASHINGTON 
with its satellites 
KEPR—TV, Pasco, Wash. 
KLEW—TV, Lewiston, Idahe 
ond KBAS—TV 
Ephrata, Meses Lake, Wash. 


CASCADE 


BROADCASTING COMPANY 


MOORE & ASSOCIATES 
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McNellis, Famed as 
‘Man of Distinction’ 
Model, Dies at 67 


New York, May 13—Frank Mc- 
Nellis, 67, actor and advertising | 
photographer’s model, who fre- | 
quently posed for illustrations for | 
whisky ads, notably for the House | 
of Seagram, died after a long ill-| 
ness May 7 at Long Island Hospital. | 

Born in Terre Haute, Ind., he 
started his career as a minor league 
baseball pitcher. During World 
War I he was a lieutenant in the} 
28th Infantry. He was  badly| 
wounded by shrapnel in France 
and suffered shell shock, which 
turned his hair white almost over-| 
night. 
Later he became well known as | 
a stock company actor and was in| 
the movies for several years. He 
was particularly successful in a 
dramatization of J. P. Marquand’s | 
novel, “The Late George Apley.” 

Because he modeled for a num- 
ber of ads in the original “Man of 
Distinction” campaign for Calvert | 
Distillers Co., prepared by Geyer, | 
Newell & Ganger, and because of 
his handsome face and snow-white | 
hair, Mr. McNellis became known 
in his profession as “the man of| 
distinction.” He served for many 
years as chairman of the executive | 
board of the Catholic Actors Guild | 
and belonged to the Lambs and 
Actors Fund. 


NORMAN BEL GEDDES 

New York, May 13—Norman 
Bel Geddes, 65, designer and the-| 
atrical producer, died May 28 of 
a heart attack while at luncheon | 
at the University Club. He was}! 
known as a jack of all trades in| 
his profession, and designed in| 
such diverse fields as vases, the-| 
atrical sets, refrigerators, gas 
ranges, radios, furniture, automo- 
biles, locomotives and ocean lin- 
ers. At one time the list of his 
clients included nearly all lead-| 
ing advertisers in the country.| 
In recent years, however, he had 
concentrated largely on theatrical 
productions and had given up his 
studio in Rockefeller Center. 

Born in Adrian, Mich., he at- 
tended school irregularly and was 
finally expelled in the ninth 
grade for drawing a caricature of 
the principal. He attended the 
Cleveland School of Art and the 
Art Institute of Chicago while 
working as a bus boy and as a su- 
per for the Chicago Opera Co. 


FRANK E. CHEESEMAN 
Cuicaco, May 13—Frank E. 
Cheeseman, 51, vp and executive 
art director in the Chicago office of 
Erwin Wasey, Ruthrauff & Ryan, | 
died May 10 in Presbyterian Hos- 
pital after a short illness. 
Following his graduation from| 
Brown University, Mr. Cheeseman 
joined the old William H. Rankin 
Advertising Co. in 1930 as assistant 
art director. He moved to Arthur 
Meyerhoff & Co. in 1933 as art di- 
rector and was with the agency 
until 1948, when he left to join} 
Ruthrauff & Ryan as vp and execu- 


A PUBLISHERS’ REP 
CAN SELL iT BETTER! 


—and especially 
in the West where 
greater manpower, 
broader experience 
and contacts pay 
off for publishers. 


ll-state coverage. 
Offices in San 
Francisco and Los 
Angeles. 


RS 


LOS ANGELES * 2550 Beverly Boulevard | 


Hospital. Born here, he was grad- 
uated from LaSalle Academy and 
had been employed by the Times 
since 1922. 


M. BOTTS LEWIS 

Cuirton Force, VA., May 13— 
M. Botts Lewis, 88, former pub- 
lisher of the Clifton Forge Daily 
Review, died May 7 at the Univer- 
sity of Virginia Hospital. Mr. Lew- 
is had been retired since 1945. He 
was a past president of the Vir- 


tive art director. 

Mr. Cheeseman won awards from 
the Art Directors Club of Chicago 
in 1952, 1953, 1954 and 1957, most- 
ly for outdoor posters he designed 
for Old Forester whisky. He was a 
resident of suburban Geneva, III. 


CONO J. DATRE 

New York, May 13—Cono J. 
Datre, 59, a member of the adver- 
tising sales staff of the New York 
Times, died yesterday of a heart 


ailment at Forest Hills General! ginia Press Assn. and was a direc- 


WANT TO BRIGHTEN UP your sales picture? The 50 
Ib. General Electric giant — world’s largest lamp bulb 
—produces 2,400,000 lumens...while TRUE, the 
giant man’s magazine goes one better with a dazzling 
2,450,000 circulation, 200,000 bonus above guarantee 
for advertisers. 


FAR AND AWAY the largest selling man’s magazine, 
TRUE is ALONE IN ITS FIELD with 4,000,000 readers. 


ONLY TRUE pinpoints the mass man’s market with 
giant economy-size coverage. You pay just for MEN 
readers —at lower cost per thousand than the mixed 
mass weeklies’ charge. But you get FREE over a million 
women who can’t keep from reading their men’s fa- 
vorite magazine. 


Comparing newsstand popularity? TRUE ouTseL.s 
Life, Look and Time, issue for issue... has greater dol- 
lar sales than the S.E.P. 


Smart advertisers know who delivers solid, no-waste 
circulation. They’ve pushed TRUE’s ad dollar revenue 
up a RED-HOT 33% for Ist quarter of 1958. Why 
don’t you, too, profit from the mass man’s market? Sell 
more with the magazine giant . . . that’s TRUE. 


tor of the Southern Newspaper | 
Publishers Assn. 

He had been associated with the | 
Daily Times, Harrisonburg, Va., | 
and the Bristol Herald-Courier be- 
fore becoming manager of the) 
Daily Review in 1910. 


WADE BEUCLER 

TOLEDO, May 13—Wade Beucler, 
60, advertising dispatch manager 
of the Toledo Blade, died May 7 
after collapsing in his home. Mr. 
Beucler had become ill while at 


59 


work and had been taken home 
earlier in the day. 

A native of Stryker, O., he had 
lived in Toledo most of his life. He 
joined the Blade’s advertising staff 
after graduation from Scott High 
School in 1915. 

After serving in World War I, 
Mr. Beucler returned to the Blade 
and worked on national advertis- 
ing accounts and accounting. He 
was later a makeup man and dis- 
play advertising salesman before 
being appointed dispatch manager. 


Both GIANTS are electrifying! 


customers are men. 


Beer - Business Shirts - 


MALE vs. FEMALE BUYING POWER 


Make sure you know one of the most important 
facts about your product: who makes the big 
brand decision. In case after case, Daniel Starch 
& Staff in consultation with the Advertising Re- 
search Foundation show why your best brand 


Ask for TRUE’s report on your category. 
Air Conditioners - Air Travel - Automobiles 


Life Insurance - Liquor - Outboard Motors 
Shaving Cream - Television Sets - Tires 


Electric Shavers 


AMERICA’S LARGEST SELLING MAN’S MAGAZINE 
A FAWCETT PUBLICATION—Faweett Bldg., New York 
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Information for Advertisers 


Housing Securities Inc., 250 Park 
Ave., New York, has available, at 
$9 a copy, a limited number of its 
“1957 Annual Summary of 75 
Housing Areas.” The survey covers 
the period of 1955-1956, giving 
comparisons with 1953 of housing 
inventory and new starts; popula- 
tion, marriages and births; em- 
ployment and earnings; bank debits 
and department store sales; auto- 
mobile registrations and mortgage 
recordings in the standard metro- 
politan areas. 


e Burgoyne Grocery & Drug In- 
dex’s “Continuing Report on Buy- 
ing Habits of Supermarket Shop- 
pers” reports findings of a survey 
made among supermarket shoppers 
in Cincinnati, Columbus, Milwau- 
kee and St. Louis. It reports on in- 
fluences leading shoppers to pick 
particular markets, how many 
times a week they shop, whether 
they read food advertising, etc. 
Copies are available by writing 
John Burgoyne, Burgoyne Grocery 
& Drug Index, First National Bank 
Bldg., Cincinnati. 


e “Where Greater Milwaukee 
Families Shop Related to Where 
They Live” covers a_ three-year 
trend in shopping habits and brings 
out some important data with re- 
gard to the shifting shopping pic- 
ture. The booklet is designed to 
show not only the trends in shop- 
ping by downtown and suburban 
center, but also comparative infor- 
mation as to where families in dif- 
ferent parts of town do most of 
their shopping. Supplementary in- 
formation shows data as to shop- 
ping at specific stores within 
three 30-day periods for the past 
three years. Copies are available 
from Newell Meyer, manager, con- 
sumer research, Milwaukee Jour- 
nal. 


e A brief guide to commercial tel- 
evision facilities in different coun- 
tries has been issued by the Inter- 
national Chamber of Commerce. 
The 22-page brochure presents in- 
formation on the development of 
commercial tv in Canada, Finland, 
West Germany, Great Britain and 
the U.S., plus statistics on stations 
and sets in 24 countries which | 
either have—or plan to have—| 
commercial tv. Copies are avail- 
able from the ICC’s U.S. Council, 
103 Park Ave., New York. 


e The Health News Institute, in- 
formation arm of the pharmaceu- 
tical industry, has published a 138- 
page booklet, “Facts About Phar- 


macy and Pharmaceuticals,” as a 

basic guide to the entire drug field. 

The booklet covers all facets of the | 
industry, including marketing of 
drugs. Copies are available at $1.25 | 
apiece from the institute, 60 E. 

42nd St., New York. 


e A question-and-answer booklet | 
on foreign licensing has been is- 
sued by Pegasus International 
Corp. The booklet explains, in con- 
cise terms, what licensing is and 
how companies can take advantage 
of this form of overseas business 
operation. Copies are available up- 
on request from Pegasus, 1 E. 53rd 


Godwin 


does 
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St., New York. 


| tion, magazine advertising expen- 
| ditures and summaries of recent 
brand preference surveys. Copies 
of the report are available by re- 
quest, on company letterhead, to 
|Donald E. West, director of mar- 
keting research, Redbook, 230 Park 
| Ave., New York 17. 


e Redbook has just released a 31-| 

page industry and market report ® A study aimed at defining and 
on “Automatic Clothes Dryers.”| evaluating the “five-figure” in- 
The report covers industry and | come market has just been released another of its series of buying plans 
product developments, current | by Sports Illustrated. The conclu-| studies. This survey, conducted 
sales, the market outlook, promo-| sion of the research: This limited | among 2,662 industrial distributors, 
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| segment of the American popula- 
tion—16%—exerts an influence on 
total U.S. purchasing power far 
beyond its numbers. Further infor- 
mation on the survey can be ob- 
|tained from William W. Holman, 
_ advertising director, Sports Illus- 
trated, 9 Rockefeller Plaza, New 
York 20. 


e Nation’s Business has completed 


Advertising Age, May 19, 1958 


reports on plans to purchase air 
conditioning, lighting, trucks, 
building and maintenance mate- 
rials and equipment, office equip- 
ment and other business goods and 
services. Data on insurance cov- 
erage, and use of various types of 
advertising, are among the other 
items included in this survey. 
Copies of this 27-page report are 
|available from Herman C. Sturm, 
|director of advertising, Nation’s 
Business, 711 Third Ave., New 
York 17. 
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*results when you advertise to 
business and industry in 


The manufacturers of Marlite, as well as manufac- 
turers of other building materials, have found the 
big, active Nation’s Business audience a profitable 
one to reach and sell. These are the ownership- 
motivated men who feel a personal responsibility for 
and take a personal interest in the modernizing and 
beautifying of their offices and buildings. 

Nation’s Business gets action because it is edited 


for the mature, experienced executives who own 
America’s business and industry; the presidents, own- 
ers, partners. They are motivated by an owner's view- 
point in: their business decisions. This ownership 
motivation is the distinguishing characteristic of 
Nation’s Business readers. It is the difference between 
casual reading and careful reading—it is what gets 
more sales action for Nation’s Business advertisers. 
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McConnell, Kellstadt Named CFDA Issues New Booklet 
Sears Chairman, President A new eight-page booklet en- 
At a meeting of the board of |titled “What Is CFDA?” has been 
directors of Sears, Roebuck & Co.,\issued by the Cooperative Food 
held May 12, the appointments of| Distributors of America, 141 W. 
Fowler B. McConnell as cheir- | Jackson Blvd., Chicago. The book- 
man and Charles H. Kellstadt as| let describes the beginning of the 


president were made official fol-|CFDA, details the functions of its | 


lowing their nominations early|various committees, outlines the 
this year (AA, Feb. 3). organization’s workshop program, 

The board also elected Lucien E. |and tells also about the group’s 
Oliver as vp in charge of the/national conventions as well as 
southern territory, succeeding Mr.|its monthly publication, the ‘“Co- 
Kellstadt in his former post. | operative Merchandiser.” 


| Blitz-Weinhard Push 
Helps Keep 63 Other 
Nations Green, Too 


PORTLAND, ORE., May 13—This is 
a report on the efforts of Blitz- 
Weinhard Brewing Co. and Wiener 
& Gossage, San Francisco agency, 
to “Keep America Green,” with 
particular emphasis on tree plant- | 
ings. 

The campaign, sponsored by the) 


|brewer as a means of promoting} 


| the 1959 Oregon centennial, opened 
with a page ad in The New York- 
er, which produced 9,000 requests, 
'and one in the New York Times, 


| which pulled 10,000, both suggest- | 


ing the wisdom of growing trees in 
Manhattan’s Times Square. 
As a result, the John B. Woods 


& Son forest nursery, Salem, Ore.,| 
|set up an assembly line operation 


to keep up with the flood of re- 
quests to package and mail tiny 
Douglas fir seedlings to all parts 
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MARSH WALL PRODUCTS, INC. SELLS FOUR 
BIG MARKETS—BUSINESS, INDUSTRIAL, 
COMMERCIAL, INSTITUTIONAL 


Marsh Wall Products, Inc., Dover, Ohio, subsidiary of 
Masonite Corporation, is the world’s largest manufacturer of 
plastic-finished wall and ceiling paneling. Its product, Marlite, 
was brand new and unknown in 1930. Today, 28 years later, 
Marlite is recommended and sold by over 25,000 building 
materials dealers, who consider this versatile paneling a neces- 
sary part of their stock and operation. 


NATION’S BUSINESS’ BROAD CIRCULATION 
SELLS MARLITE BUYERS, INSTALLERS, DEALERS 


Nation’s Business is just right for Marlite: the markets covered, 
the reader interests, the reader action. Not only does Nation’s 
Business cover the four big markets which include the pur- 
chasers and end-users of Marlite; it is also read by many 
thousands of Marlite wholesalers, and by the building materials 
dealers, architects, contractors and independent builders so 
important to Marlite. 


OWNERSHIP-MOTIVATED MEN TAKE ACTION 


Nation’s Business gets action for Marlite and other building 
materials advertisers, including Butler Manufacturing Com- 
pany; Aluminum Company of America; Kentile, Inc.; National 
Gypsum Company; Dow Chemical Company; United States 
Gypsum Company. Building materials advertising in Nation’s 
Business in 1957 was 35% ahead of that for 1955. These 
enthusiastic advertisers have found, as you will find, that 
when you sell the ownership-motivated businessman you have 
made the sale! 


| Nation’s Business 


LINAGE GAIN—BUILDING MATERIALS ADVERTISING 


35% 1957 
Gain 1955 


76.09 PAGES 


56.71 PAGES 


ae ner tr am 


in Z years 


EDITED FOR 
OWNERSHIP-MOTIVATED 
BUSINESS EXECUTIVES 


780,000 PAID CIRCULATION 


including 700,000 business executives 
who have personal subscriptions and 
80,000 business-members of the 
National Chamber of Commerce. 


ADVERTISING HEADQUARTERS: 
711 Third Avenue at 44th Street 
New York 17, N.Y. 


| 
| PAT GRASSICK, of Coca-Cola Ltd., 
/has been elected president of the 


| Advertisers’ Guild of Toronto. 


of the world. 

Requests for 70,000 seedlings 
were received at the nursery dur- 
ing the campaign. 

April 30 was the last day for 
shipments, inasmuch as the trees 
must be planted by that date. 
Seedlings have been mailed to 
every state and to about 63 for- 
eign countries, from which re- 
| sponses came to ads written by 
Howard Gossage, of the San Fran- 
cisco agency. 


'# Among the comments received 
by Blitz-Weinhard was the follow- 
jing: “. .. It is being planted on 
the grounds of my new library, 
and I only wish I could be around 
when it reaches full growth. When 
I am 90, however, I expect to run 
again for President and will look 
forward to resting between cam- 
paigns in the hammock which you 
promised can be swung from the 
tree by that time. Sincerely yours, 
Harry Truman.” # 


_Schoonmaker to Smith, Winters 
Warren K. Schoonmaker has 
joined Smith, Winters, Mabuchi 
Inc., New York, as director of re- 
search and marketing services. 
Mr. Schoonmaker, who will serve 
as a member of the plans board, 
formerly was advertising and 
market research manager for 
Servo Corp. of America, New 
Hyde Park, N. Y. 


LOOKING FOR A 4-A 
ADVERTISING |” \\\\\ 
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If geography is no bar to our serving 

you (and air travel has made this a 

small country), consider these facts 

about Byer & Bowman, a solid group of 
hard-working midwest people: 

| @ 32 years with same firm name, owner- 
ship and active management. 

@ only AAAA agency in Central Ohio. 

@ staff of 50. 

@ topflight PR department. Member P.R.S.A. 
| @ fully-staffed TV - Radio department; re- 
cording and projection facilities. 
| @ strong in creation and production of 

collateral material, with eye to saving 
client money. 

@ expert marketing counsel. 

®@ operate in 18,000 square feet of our 

own building. 


@ use own studio facilities to design and 
build sets for photographing and film- 
ing client products. 


We welcome the most searching inquiry 
into our reputation and competence. 


Byer & Bowman 
Advertising Agency 
66 S. 6th St. © Columbus, Ohio * CA 1-7751 
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GET AGE homes are a prime example. For advertisers, they comprise the most valuable 
audience in America. Because the GET AGE (the years between 16 and 49) includes families 
when they’re young and growing...when their wants and appetites are most prodigious. It 
includes, too, families at the very peak of their earning power — who are buying more than 
they ever will again. GET AGE families spend an average of one-third more, per household, 
than any other age group!* 


*Source: Alfred Politz, ‘Life Study of Consumer Expenditures,’ 1957. **Average audience based only on homes with housewife as classified by A. C. Nielsen. 


***Average audience and program cost data based on A. C. Nielsen, January-February, 1958 (Sunday through Saturday, 7:30-10:30 P.M., NYT). Cost per thousand 
homes per commercial minute for housewife homes (16-49 years of age) based on programming costs prorated to include all A. C. Nielsen housewife-classified homes. 
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The payoff: 72% of ABC Television’s average audience** is made up of GET AGE homes. 
Corresponding figure for each of the other two networks is 64%. What’s more, cost per thousand 
for GET AGE householders on ABC is $3.92. The other two: $4.95 and $4.55.*** 
Household for household, GET AGE families buy far more automobiles than anyone else. 
They buy far more food and beverages, far more home appliances, far more of almost every- 
thing that’s advertised on television. They’re your most valuable audience. And remember: 


—e , the AGE on ab 
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Advertising Age, May 19, 1958 


PHOTO REVIEW 


Kendall Kron Gilbert : : : a | j : , eae 
MAN OF YEAR—Arthur Kron, president of Gotham-Vladimir Adver- + Ia , i a. roe 
tising, accepts plaque honoring him as international advertising’s 
“Man of the Year.” The award, given annually by the International 
Advertising Assn., is presented by George E. Kendall, manager of 


SAIL HO—This bin heralds Mars 
CLIFFHANGER—Cmdr. Edward Whitehead moans that he started posing candy bars as “cool summer eatin’ 
for Schweppes ads by “painlessly” walking down an airplane ramp fun.” The display was created by 


advertising and sales promotion, International General Electric Co., —now gets involved with mountains, helicopters and sail boats. Kling Studios, Chicago. 
and outgoing IAA president. Looking on is last year’s winner, James Here he appears to climb down from an “Alpine” (made in the Cat- 
Gilbert, exec vp of the IAA. skills) summit dangling an empty Schweppes case for a photo which 


was part of a newspaper ad. Ogilvy, Benson & Mather is the task- 
master. Ormond Gigli made the photograph. 


Miller MacKinnon Martin Torno Cross Wood Conduit Bradly Frey Lennox 
IN CANADA—J. C. Miller, Ford Motor Co. of Canada, chats with Don M. MacKinnon, of  E. Cross, of Walsh Advertising Co., while F. L. Wood, of General Foods Ltd.; Andy 
General Motors of Canada, and Franz Martin, of Chrysler Corp. of Canada, during a Conduit, of Reader’s Digest, and Ted Bradly of Ronalds Advertising Agency form a 
cocktail party at the annual Toronto meeting of the Assn. of Canadian Advertisers. threesome. At right, Albert Frey, of Dartmouth College, who spoke to the ACA on the 
In the center photos Philip Torno, of Jordan-Danforth Wines, has a word with George Frey report, talks to Art Lennox, of John Labatt Ltd. 


Tittley McLean Brown Collett Bertram Bates Smyth Gater legate Feggans Miller 
IN CANADA—Pictured at the Assn. of Canadian Advertisers meeting are John Tittley, are Bill Bates, Steel Co. of Canada; R. Harold Smyth, Dominion Rubber Co.; E. T. 
Canada Cement Co.; John D. McLean, Canadian Kodak Co.; Murray Brown, Christie, Gater, Sterling Drug Mfg. Ltd.; B. E. Legate, ACA general manager; J. Scott Feggans 
Brown & Co.; Ray Collett, Lever Bros., and George Bertram, Swift Canadian Co. Next of Dominion Stores Ltd., and L. A. Miller, General Foods Ltd. 


we 


EFFECTIVE—Several of the first award winners in the set-up paper box competition con- Dohme designed its Rediplete vitamin box to attract attention. Differently colored boxes 
ducted by the National Paper Box Manufacturers Assn. are shown here. Scientific are used for 12 door knocker designs by Yale & Towne Mfg. Co., which won in the 
Products won an award for this toy box, the interior of which simulates a launching transparent boxes category. Pepperidge Farm’s brandy cake bowes, with a lid covered in 
site. The Leeds-Wallace box was designed for impulse gift buying. Merck-Sharp & gold foil, won in the food and beverage boxes category. (Story on Page 2.) 
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THIS IS BOOMLAND, U.S.A. 


big, white-haired new money in the farmer's jeans was not hold on witho 


' 
_ 


ing any money. { 
mag who runs the wee : p being felt very widely (for one thing prospects of a fine grass 
Hi@insville, Mo., looked up from his many Were . 0 crop, good wheat, a wonderful beef 


_walk one day last week and remarked: town to spend it). But-few doubted that and hog market.” 
In Kansas, the experts were talking 


: 
GF Denzil 


Dr ‘+ politicians didn’t say there was a he — ** and in one ; . ve Ml 
‘wht now, * — signifie? oe 950 million-bushel veari=— beat. 
h le’ 
No Recession Here! Th 
€ asse 4 
Fewer farms high ts of agriculture now stand , 
= &, 188.3 billio at an all-time 


Serv 
ing more and more consumers > 


Mean a bigger, richer FARM MARKET 


Graham Patter. 
son 
Publisher 


One of the nation’s truly great 


n dollars, up 11 


Over 1957. billion dollars 


You ought to buy 


now! 


Philadelphia 5, 


Pa. 


Service magazines 


Read 
by most of the best farm families 


Richard J. Babcock 
President 
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Upper Income Families Are New-Product 
Bellwethers, ‘Seattle Times’ Study Shows 


SEATTLE, May 13—New products 
used in daily living find quicker 
acceptance in upper income fam- 
ilies, a study of the Seattle Times’ 
llth annual consumer analysis 
shows. 

This trend seems to hold not 
only for products like aluminum 
foil, power mowers and automatic 
laundry equipment, which are as- 
sociated with a rising standard of 
living, but also for everyday items 
like filter cigarets. 

The Times’ report, which fol- 
lows the pattern set originally by 
the Milwaukee Journal and is 
based on a sample of consumer 
families within the city limits, 
shows aluminum foil is used by 
70% of families under $3,000 in- 
come, but that it rises with each 
income bracket to 97.2% in fam- 
ilies earning $10,000 a year and 
up. Use of aluminum foil has in- 


a 
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creased steadily since its post- 
war introduction, from 32.7% of 
families covered in the Times’ re- 
|port of 1951 to 88.7% in 1958. Yet 
throughout the growth in public 
jacceptance, the highest usage, 
proportionately, has been in high- 
er income brackets. 


s The proportion of families with 
automatic clothes dryers has ris- 
en from 11.4% 
in 1958. Currently 22.2% of fam- 


bracket have this appliance, and 
the share rises with income to 
| 56. % in the  $10,000-and-up 
bracket. 

Power mowers now are owned 
by 22% of Seattle families, com- 
ipared with 7.5% in 1954, and 
ownership is highest in upper in- 
come brackets, ranging from a 


000-and-over bracket. 

With filter cigarets, proportion- 
ately the greatest use from the 
outset has been among upper in- 
come groups. In 1955 the pro- 
portion of women using filter tips 
ranged from 5.3% in the under- 
$2,000 bracket, to 10.2% in the 
$3,000-$3,999 bracket and 22.2% 


in 1954 to 33.8% | 


ilies in the $3,000-$3,999 income | 


little over 11% in those under $3,-_ : ; 
999 income up to 31.7% in the $10,-|in the $10,000-and-over bracket.|women, use of non-filter tips re-| Wives pas a fulltime or parttime 


when you 
hunt 
beware of 


FICKLE FOCUS 


| Watch your ayes, Ever notice how they 
from year te year 4 ee 

| tenes, Pickle Foeus sre 

| kaw Pe 


| 
core far ou gue. jaw 

wnaton at ust once mary poe 
| Have You Got Pickle Focus? Find Out Now! 


UPPER mioweST COUNEK FOE aA BETTER VISION 


TROUBLEMAKER—“Fickle Focus” is the villain in a new series by the 
Upper Midwest Council for Better Vision. The series, consisting of 
140-line ads like these, started in March and will run monthly in 
225 newspapers in Minnesota, North and South Dakota and Wis- 
consin. Herbert Willis & Associates, Minneapolis, is the agency. 


Advertising Age, May 19, 1958 


| In another upset, Hills Bros. 
jinstant coffee moved from less 
than 1% preference in 1957 to 
second position with 15.1% in 1958. 

Bar-S, a local brand, retained 
|leadership in packaged bacon and 
|frankfurters, widening its prefer- 
/ence in each category, and at the 
same time displaced Rath to take 
leadership in consumer prefer- 
ence among luncheon meats, and 
Re: Ret moved ahead of Swift and Armour 
4 chills yee con chengs drastioaly. in consumer preference for whole 
Bi Vickie Faews gros ten ter, ten future lor half hams, a product measured 
for the first time since 1949. 


tant to their vision... unpartant te 


Have You Got Pickle Focus? Find Out Now! 


verte MeowEsT couNCH FoR as | BETTER VISION 


® Seattle family incomes are con- 
tinuing to rise, the Times re- 
ported, documenting the trend as 


|This year it runs from 15.1% in 
'the under-$3,000 grouping, 24.6% 
jin the $3,000-3,999 bracket, to 
/32.4% in the $10,000-and-over 
group. 


s A similar pattern is shown in 
use of filter tips by men. At the 
same time, for both men and 


cal 
ONE 
‘ROCKTON, Ww. 


Mystik service label attaches 
easily to product. Stocked, im- 
printed, drop-shipped to dealers. 


Mystik Self-Stik display has 
metal hock. Useful in home, 
store and office. 


Mystik shelf strips are easy to 
display. This one has projection 
i feoture, price spots. 


Mystik on product display high- 
lights Tappan oven feature, does 
silent selling job at point-of-sale. 


Mystik footprints direct shopper 
traffic to store door, counter, de- 
partment, or special displays. 


Mystik is ideal 
for applying 
labels, wiring 
diagrams and 
other informa- 
tion to products 
of all kinds, 


AT THE POINT-OF-SALE 


Your message printed or 
lithographed on Self-Stik Mystik 
goes up instantly, easily, at the 
point-of-sale or on your product. 
Salesmen like Mystik displays, 
retailers prefer them. There is a 
use in your marketing program 
for Mystik, the original Self-Stik 
display. Phone or write 

Chicago Show e 2635 N. Kildare 
Chicago 39 * SPaulding 2-1600. 


follows: 

| Family income ‘57 ‘58 
$10,000 or more ...... 9.0% 11.1% 
TIED cscecercserienss 19.9 21.7 
GRO GGG ccicsnccrccceese 30.9 31.4 
SE srcccrsesaines 17.6 16.4 
CTD cancescrscreseee 10.4 8.0 
Under $3,000 ............ 12.1 11.5 
Nearly one out of three house- 


mains —— in the = gta? egy my |outside job. The proportion of 
gyn rey tad Pg oo 'working wives is highest, at 47.7% 
? in the famil 000-to-$9,999 in- 
the greatest impact of advertising |p ve yraches $7, o-$ ° 
is reflected among higher income | The Times’ consumer analysis 
families, where there also is, Pre-| was prepared by Harold R. Barr, 
pe csr » a correlation between |recsearch manager, under Russell 
- smygronneg beindens nor fp |W. Young, advertising manager. + 
who sell furniture and equipment 
for new houses, the big market Fairtax Adds Trim Master 
appears to be in the middle-in-| Fairfax Inc., New York, has 
‘come groups. The number of been appointed to handle adver- 
i|those planning to build or buy a| ‘ising for the Trim Master electric 


house this year is 2.6% in the 
under-$3,000 income group; 4.5% 
for $3,000-3,999; 9.8% for the $4,- 
000-4,999 group; a top of 10.2% at 
the $5,000-6,999 level; 9.1% in the 
$7,000-9,999 group and 88% for 
the $10,000-and-up families. 

But the number who plan to 


lawn trimmer made by E. P. Brit- 
ten & Co., Cranford, N.J. News- 
| papers, magazines and cooperative 
advertising will be used. Williams 
|& London, Newark, is the former 
agency of record. 


| Gulden Names Paris & Peart 


Charles Gulden Inc., mustard 


build or buy is the smallest since | 
this question was introduced in| manufacturer, has appointed Paris 
the survey in 1955. Those who plan | & Peart, New York, to handle its 
to buy are 5.4% of the families| advertising effective June 1. 
studied, compared with 9.2% in| Charles W. Hoyt Co., New York, 


1955. Those who plan to build con- 
| stitute 2%, compared with 3.7% in 
| 1955. 


| # Among individual products, Im- 


perial margarine made probably | 


| the biggest gain of any in the sur- 
vey, jumping from no listing at all 
last year to top of the group in 
1958, displacing Blue Bonnet for 
the leadership, with preference by 
16.3%. Imperial was backed by 
strong consumer advertising and 
dealer promotion, and the Times’ 
consumer analysis shows distribu- 
tion comparable with that of old 
brands in the field. 


| formerly handled the account. 


Smith Joins G&D 
Haro'd E. Smith, formerly direc- 
tor of :uarket research of Thomas 
E. Edison Industries, has joined 
Gaynor & Ducas, New York, as di- 
rector of market research, a new 
post. 


Turley Joins Ludlow 

Robert Turley, formerly associ- 
ated with the Washington Post & 
Times Herald, has been named di- 
rector of advertising and sales of 
Ludlow Papers, Needham, Mass. 


ADVERTISEMEN ¢& 


chains, institutions, tourist courts. 


TWO LITTLE SWEETHEARTS—Think how you can build sales with these 
terrific electric powered cars! The emotional pull of these cars on dis- 
play, in color or b&w reproduction is unbelievable! 

Authentically styled by Ford designers in Detroit, these fabulous 
“little” Fords and Edsels are powerful premiums or contest prizes for 
manufacturers of ice cream, soft drinks, children’s goods, dairies, cereals, 
gasoline, food and drug products, etc. 

Fantastic traffic builders for chain food and drugs, savings and loans, 
banks, variety stores, Ford and Edsel dealerships. A natural for theater 


Available to promotional users at only $297. (Retail $495.) Protected 
distribution to national marketers on volume purchases can be nego- 
tiated, Many fields open for-regional or local promotions in single or 
small purchase quantities, FIRST COME, FIRST SERVED! 

Excellent merchandising aids, color shots, etc., available to users. 

Write, wire or phone Donalson-Nichols Mfg. Corp., 3150 Dodge Road, 
Phone DR. 1-4158, Kansas City, Kansas. 
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COMPONENTS 


PUREE, PePeeNe, LA, eH 
: : 


TO Pre ei Pest OHre 


1 Bend Siveet, Westbury, New York 


Clark Agency Buys 
Page for 4 Clients, 


Promotes Itself Too 


Westsury, N.Y., May 13—An in- 
genious, though still experimental, 
solution of the advertising problem 
of the young, growing company 
with limited advertising budget is 
being tried out by a Long Island 
advertising agency, Adrian E. 
Clark Jr. Inc. 

“The prestige of full-page ad- 
vertising and the use of preferred 
positions for maximum reader im- 
pact,” Mr. Clark says, “are out of 
reach of many small companies 
that realize the value of such ad- 
vertising but are prevented from 


using it because of limited funds. | the field. + 
So they have to confine their ad- | 


vertising to fractional-page space.” 

When several of the Clark agen- 
cy’s electronics clients became in- 
creasingly involved with the grow- 
ing missile industry and anxious 
to widen their sales in that field, 
Mr. Clark acted. He contracted for 


TRANS| 


weereuer 


TRANSISTORIZED | 


POWER 


| 


PREFERRED SPOT— 
Adrian E. Clark 
Jr. Inc., West- 
bury, N. Y., con- 
tracted for page 
space facing the 
inside front cov- 
er of Missile De- 
sign & Develop- 
ment’s May issue 
and used quarter- 
page ads for four 
non - competitive 
clients. The agen- 
cy also advertises 
its services on the 
same page, using 
the shaded divid- 
er. 
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stead of finding themselves in run- 
of-publication positions. Their 
products are not competitive. 


s “As a matter of fact,” Mr. Clark 
says, “all four will benefit from the 
increased attention missile elec- 
tronics engineering readers will 
focus on an advertising message, 
whose four parts are designed to 
complement and strengthen each 
other.” 

Successful application of the 
idea, Mr. Clark admits, depends on 
an agency’s having enough clients 
with similar market interests to 
make joint ads and proper media 
selection feasible. 

The Clark agency, founded in 
1947, has specialized in electronics 
advertising and has 17 clients in 


Bantam to Issue Classics 
Bantam Books Inc., New York, 

will issue a new line of paper- 

back books, called Bantam Clas- 


sics, in September. The books will | 
be priced from 35¢ to 75¢. The first 
books to be issued in September 


a series of page units facing the | will be “Brave New World” by 


inside front cover of Missile Design| Aldous Huxley; 


& Development. 

In the publication’s May issue, 
four of the agency’s clients share 
this preferred position equally, in- 


“The Idiot” by | 
Fyodor Dostoevsky; “The Com- 
plete Short Stories of Mark Twain,” | 
and “Four Great Comedies of the 
Restoration and 18th Century.” 


Orlando Sentinel-Star is No. 1 favorite news- | 
paper of Cape Canaveral [Brevard County] 
and four other Central Fla counties, which we 
dominate with 5 to 1 circulation over three 
Bigger Fla. dailies combined total. 


Cape Canaveral is world’s No. | test center. 
It’s in our Front Yard. Make it and Orlando's 


Network Gross Time Charges 
Source: TvB figures from Leading National Advertisers and 
Broadcast Advertisers Reports 
NETWORK TELEVISION 


March March Yo Jan.-March* Jan.-March % 
1957 1958 Change 1957 1958 Change 
i aan $ 6,848,848 $ 9,402,407 +373 $ 19,739,917 $ 27,013,604 +368 
aie: 20,172,173 21,211,070 + 5.2 58,712,735 62,715,826 + 68 
SEs. akisens 16,631,974 18,845,860 +13.3 48,087,546 53,975,286 +12.2 
Total .... $43,652,995 $49,459,337 +13.3 $126,540,198 $143,704,116 +13.5 
1958 NETWORK TELEVISION TOTALS 
ABC cBSs NBC TOTAL 

DE i ccasssistdichaannie $9,168,609 $22,094,015 $18,344,111 $49,606,735* 
NII? crosinnconrepsetioncan 8,441,988 19,410,741 16,785,315 44,638,044" 

RE alae a 9,402,407 21,211,070 18,845,860 49,459,337 


*Revised as of May 2, 1958 


Broadcasters Elect Fisher creasing sales of its photocopy ma- | 
Howard Fisher, radio-tv direc- chine line through increased cou- 
tor of Rogers & Smith Advertising| pon leads. Newsweek, Time and 
Agency, Dallas, has been elected | trade publications will be used and 
president of the Assn. of Broad-| a booklet, “The Truth about Office 
casting Executives of Texas for|Copying Machines,” is being of- 
1958-59. Other officers are Wallis fered. The agency is Anderson &| 
Ivy, Katz Agency, Dallas, vp; Mrs.|Cairns, New York. 
Frances Banister, Crook Adver- | 
tising Agency, Dallas, secretary, Cohn Joins Girl Books 
and Gene Guny, KRLD-TV, Dal-| Raymond D. Cohn has joined the 
las, treasurer. \advertising sales staff of Ameri- 
can Girl and Girl Scout Leader, 
Copease Begins Push ‘New York. He formerly was an| 
Copease Corp., New York, has advertising representative 
begun a campaign aimed at in-| Pines Publications. 
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Management Seminar Set 

The Industrial Relations Center 
of the University of Chicago will 
holds its summer program of the 
Management Development Semi- 
nar at the Stanley Hotel in Estes 
Park, Colo., July 13-Aug. 2. The 
fee for the three-week program is 
$600, including tuition and all 
course materials. Registration is 
limited to 25 persons in each of 
two sections. 


|TV Booms in West Germany 


The 1,500,000th television set 
was sold in West Germany in 
March. By April 1, the government 
counted 1,513,301 receivers regis- 
tered in the republic. Sales in 
March totaled 80,199, compared to 
35,216 in March, 1957. German 
manufacturers report that for the 
first time the value of tv receiv- 
ers sold has passed that of radio 
sets. 


NEW ENGLAND 


QUIPMENT DEALER 


“Inter-Locked" Market for 
HEATING © AIR CONDITIONING 
LP-GAS EQUIPMENT © APPLIANCES 


eat See SRDS or write Needham 92, Mass. 


Mystik Self-Stik Bottie Holder 
Plak features product on 
merchandising display. Pilfer- 
proof locking device holds bottle. 


Central Fla. No. ] test market for your adv. Self-Stik Mystik base anchors 


Glenmore Wobbler to any 
surface. Slightest breeze gives 
motion to display. Contact 
Chicago Show Printing Company 
for displays that create action at 
the Point of Sale. Write or phone. 
2635 N. Kildare + Chicago 39, 
Illinois « SPaulding 2-1600. 


“Man will be shot into Outer 
Space first from Cape Canaver- 
al.” — Ed Uhl, vice pres. Mar- | 
tin [Missiles] Co. — Orlando 
plant. | 


Orlando Sentinel-Star _ 
Ask Branham | 
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Along the Media Path 


e Effective June 1, the morning 
edition of El Independiente of Bo- 
gota will reappear under the name 
El Espectador. The El Independi- 
ente name was temporarily adopt- 
ed during the regime of Rojas 


Pinilla as a symbol of defiance to- 
ward his press censorship de- 
crees, the newspaper says. The 
June 1 issue will be an extraor- 
dinary one—a newspaper of his- 
torical significance, the newspaper 


a diet of URBAN 
& and RURAL 
is with liberal 
portions of permanent 
MILITARY bases and 
COLLEGES. 
Second helpings? Why sho’‘nuff. 


reports. The afternoon edition of 
the newspaper will continue under 
the name of El Independiente. 


e El Diario de Hoy, San Salvador, 
is publishing a Thursday special 
section called “Seccion Femenina,” 
dedicated to women and children. 
Circulation on Thursdays is mark- 
‘edly higher than on other week- 
‘days, the newspaper reports. The 
section contains articles on fash- 
ions, beauty care, short stories for 
children and general interest fea- 
ture articles. 


° Blair-TV, 415 Madison Ave., 


New York 17, has released a prog- 
ress report, in booklet form, to 
clients and agency personnel on its 
test market plan—the research 
service introduced by the repre- 
sentative last January. 


e Reader’s Digest has released the 
second of three research reports 
covering the audience reached by 
Selecciones throughout Latin 
America. This brochure covers the 
magazine’s Mexican edition and is 
available from C. R. Devine, ad 
director, international editions, 
Reader’s Digest, 230 Park Ave., 
New York 17. 


(e Redbook is staging the first in- 
‘ternational “Easy Living” shop- 
‘ping center promotion in 42 major 


From the House of Ideas 


T. M. Mystik Registered 


NEW...PINWHEEL ACTION...OUTDOOR 


Complete 


Cities Service spring station 
promotion features this big pole 
sign with 3-D multi-color spinning 
pinwheels. Background is 
Stanzall® outdoor cardboard. 


mushroom light signs also feature 
pinwheels. For ingenious action 
for your point-of-sale displays, 
write or phone Chicago Show 
2635 N. Kildare e Chicago 339, lil. 
SPaulding 2-1600. 


kit. Window trim and 
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if you ey 
THE NEWS 


the news- 


“INDUBITABLY!”—Elmer, 
boy here, starts in a circulation 
campaign put on by the Detroit 


News. Radio, tv, outdoor, bus 

cards and its own pages are be- 

ing used. W. B. Doner & Co. is the 
agency. 


centers in the U.S. and Canada. 
More than 1,900 stores are cooper- 
ating, the magazine reports. The 
promotion is based on Redbook’s 
20-page editorial feature, ‘Easy 
Living—A New Plan for Young 
Families,” which ran in its May 
issue. Redbook’s pilot “Easy Liv- 
ing” promotion in 1957 was staged 
in 22 centers, with participating 
stores reporting a dollar volume 
increase of from 7% to 20%. 


e To celebrate the completion of 
the first major locks on the U.S. 
side of the St. Lawrence Seaway 
project, the Chicago Daily News 
will publish a special St. Lawrence 
Seaway edition June 26. Another 
promotion planned by the news- 
paper will be its summer travel 
issue June 7. 


e Good Housekeeping and 21 drug 
chains are cooperating in a pro- 
motion featuring beauty and 
health products in connection with 
the magazine’s special June ed- 
itorial feature on beauty. With the 
title, “X Marks the Spot,” Good 
Housekeeping’s editorial feature 
and promotion will extend from 
May 20 to June 20—the on-sale 
dates of the June issue. 


e KFSD-TV, San Diego, has 
combined radio and tv _ studios, 
built at a cost of $1,000,000. 


e Miss will increase its frequency 
of publication to bi-monthly effec- 
tive with the September (Back to 
School) issue. The publication was 
formerly a quarterly. 


e According to a survey of read- 
ers of 58 for Young New Yorkers, 
children in the seven to 15 age 
bracket are not only aware of the 
nature and functions of the mod- 
ern corporation but are also eager 
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to learn more about them. 98 boys 
and 77 girls—residents of Connec- 
| ticut, New Jersey and New York— 
answered the questionnaire about 
corporations. Findings showed that 
the companies best-known by the 
youngsters were General Motors 
Corp., Ford Motor Co., Chrysler 
Corp., General Electric Co. and the 
|Radio Corp. of America. 


e A “newspaper about a newspa- 
|per” was the promotion piece 
‘mailed by the American Metal 
Market, daily newspaper for pro- 
| ducers and processors in the metal 
field. The “newspaper” simulated 
regular issues of AMM but the 
contents emphasized the individu- 
al scheduled increases by the pub- 
|lication’s advertisers. 


e A WFAA-TY, Dallas, promotion 
offered tv “snacks” given free to 
each household found watching 
the station’s programs. During the 
period of the promotion, ten trucks 
traveled city streets between the 
hours of 6 p.m. and 9 p.m. for 12 
nights. A total of 1,200 gift boxes 
plus 12 bonus gifts of Proctor au- 
tomatic toasters were distributed. 
Each gift box contained items such 
as apples, candy, coffee, crackers, 
jete., provided by WFAA-TV ad- 
| vertisers. 

| 

° Redbook reports that the Roux 
|color page in its May issue is being 
|promoted to 10,000 Roux dealers 
lin an oversize laminated post card 
| mailing. The front of the card is 
a reproduction of the Roux ad, the 
\back carries a dealer message. 
Roux recommended that its dealers 
use the card in window displays 
or in front of cosmetic counters. 


e The second in Factory’s “Edi- 
torial Audits’”—a report to adver- 
tisers on the magazine’s editorial 
|performance—has been issued by 
\the publication and is available 
\from Julian Boone, director, com- 
munication and publicity depart- 
ment, McGraw-Hill Publishing Co., 
330 W. 42nd St., New York 36. The 
lreport covers reader reactions to 
‘the magazine’s “Plant Operating 
Management Case Book,” a month- 
ly feature. 


e Hoard’s Dairyman’s cow judg- 
ing contest for advertising men 
was won this year by Dick Wood 
of the Ralston Purina Co., who had 
a score of 480 points—just 20 
points from being perfect. The 
winning cows were Jezebel, a 
Brown Swiss; Cleopatra, a Guern- 
sey; Ingrid, a Holstein; Gypsy 
Rose, Ayrshire, and Little Nell, a 
Jersey. Hoard’s Dairyman released 
the results of the contest in bro- 
chure form—available from T. E. 
jmoeee, advertising manager of the 
publication, at Fort Atkinson, Wis. 


JUST about every 


smart type buyer 


looking for the best 
for the /east. 


is 


Look no " 
farther- . 
you'll find = 
it at... | 


“Where typesetting is still an art’ 


SERVICE typographers, inc. 


723 S. Wells St. - HArrison 7-8560 «+ Chicago 7, Ill. 
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Shurick Weinbach 
Blair Siegel McCoy 
RECORD SIGNING—John Blair signs a longtime renewal contract for 
John Blair & Co. and Blair-TV representation of seven ABC-owned 
stations as Simon Siegel, ABC vp, waits his turn. The agreement 
runs through June, 1962, and cov- 
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Find Peoria, Illinois and 
you ve found the nucleus 
of a 13-county market 


Pimiteoui says: Mark your map 
with over half a million 
consumers .. . over 


for the market with a 
$1,128,500,000 in consumer 


UY aN LION }=.-= 


100,000-plus circulation of the Peoria Journal Star 
reaches this market for you. . . 


and blankets Metropolitan Peo- 

ria (1st in Illinois, except Chi- 
cago) with a circulation-to- 
homes ratio of 94.2%. 


affliated with WTVH 


Peoria Journal Star Ward-Griffith Co., National Reps. 


ers WABC and WABC-TV, New 
York; WBKB, Chicago; WXYZ 
and WXYZ-TV, Detroit, and 


eee OW ONE OF THE MOST DOMINATING MARKETS in the U.S. 


cisco. Interested spectators are eT, ; si 

eeeeeetmme MEMPHIS ABC CITY ZONE POPULATION 

Blair’s Edward P. Shurick and =. - 
Arthur H. McCoy. a . 


Three Brokers fn Now 532,619 | 


Three Brokers in 


Crowell-Collier Sale io ener? ) 
One Big Stride Forward into the “OVER 500,000" GROUP 


r 
f 


a 
~~ 


EP 


WASHINGTON, May 13—Three 
brokerage firms which participated 
in the sale of securities of Crowell- 
Collier Publishing Co. have been 
penalized by the Securities & Ex- 
change Commission for violating 
registration requirements of the 
Securities Act. 

Elliott & Co., New York, which 

negotiated the financing deal with 
Crowell-Collier, was suspended 
from membership in the National 
Assn. of Securities Dealers for 20 
days, effective May 19. Word from 
New York indicated an appeal is 
under consideration. 
Suspended from NASD for 5-day 
i periods, also effective May 19, were 
F Gilligan, Will & Co., New York, 
; and Dempsey & Co., Chicago. 


a ® SEC ruled that the firms im- 
‘ie properly relied upon an exemption 
from registration for “transactions 
f by an issuer not involving any pub- 
i lic offering.” SEC’s decision held 
i that it was not a private offering. 
| Crowell-Collier convertible de- 
bentures amounting to $3,000,000 
! were sold by Elliott and its asso- 
ciates in 1955, plus $1,000,000 more 
} in 1956. There were 27 buyers of 
the first offering but resales spread 
the ownership to 86 persons and 
companies. The 1956 offering was 
sold to 22 buyers, but 15 others 
were soon brought in. + 


Krupnick Adds Two More 
International Shoe Divisions 
International Shoe Co., St. 
Louis, has named Krupnick & As- 
sociates, St. Louis, to handle ad- 
4 vertising for the Friedman-Shelby 
and Peters divisions. The move 
consolidates in one agency all na- 
tional and trade advertising for 
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MEMPHIS 
TENN. 


~, 


A 2% BILLION DOLLAR 
MARKET WITH MEMPHIS 
10th in the NATION 
WHOLESALE SALES 


A Real Achievement in itself 
... but there’s MORE—MUCH 
MORE! 


The Entire Mid-South Area 
has Developed and these Two 
Great Newspapers Cover a 
Vast Mid-South 76-COUNTY 
Area In Addition to Memphis! 


Memphis is important to 
YOU. When planning sched- 


\ ules make sure this is the first 


ON 3 


idve OTHER GAINS FOR GREATER MEMPHIS 
the three largest divisions of the Latest SRDS estimates (Jan. 1958) show one 


company. Krupnick already has Nae billion dollars in Consumer Spendable In- 
the Roberts, Johnson & Rand di- - come ... a GAIN of $68,941,000 in the 
vision. last year. Consumer Spendable Income per 
! Brands involved include John C. Household is $6,288—7% above national 
Roberts and Kingsway men’s and 32% above Tennessee averages! 


Seana THE COMMERCIAL APPEAL ==! 
Memphis Press-Seimitar = “"""* 


city considered in the South! 


Shelby division, and City Club 
and Wesboro men’s shoes; Velvet! 
Step women’s shoes, and Weath-)| 
er Bird juvenile shoes, under the 
Peters division. D’Arcy Advertis- 
ing, St. Louis, and Henri, Hurst & 
McDonald, Chicago, previously 
handled the Friedman-Shelby and 
Peters division, respectively. 


h 


shoes, all under the Frie¢man- 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


‘Dig We Must’ for |or aspects of life in Moscow, and 
Usable Ideas |blithely skipping or inventing 

To the Editor: This is to express | “facts,” and adding a flight of 
appreciation for James D. Woolf’s | !™agination, Bob came up with 
generous mention of my three-|S0me hilariously funny stuff. It 
point first step in the production of | Would seem that imagination ap- 
useful ideas, in my book, “What’s plied to fancies instead of facts 
Holding You Back?” (AA, April|¢@n produce ideas, all right, but 
14). He did me similar honor once | they’ be either whimsical or com- 

: ‘ical but not useful. 


before, on that occasion quoting : 
from the same book. Having been| On the other hand, there’s noth- 


a longtime reader of his excellent ing to prevent a man who has dug 
feature and having learned to re-| for the facts and added imagina- 
spect his views, I am naturally | tion to produce a useful idea, from 
grateful for the notice given my | Presenting the idea garnished with 
suggestions in the pages of “What’s| 4 touch of humor or even whimsy 
Holding You Back?” if it will help to convey it ac- 
By coincidence, I was thinking | ceptably to other minds. 

just a few days ago about the dif- | But as the signs that guard street 
ference between comic ideas and | ¢xcavations say, “Dig we must”— 
useful ones. This line of thought | if we want to arrive at ideas that 
was triggered by hearing a re- | are usable and profitable, as Mr. 
broadcast of Bob Hope’s one-man | Woolf’s columns so well brought 
show at the U.S. embassy in Mos- | °Ut. 
cow. By taking various incidents, | 


PRINTING BUYERS 


FACTS—about roll-fed offset printing 
e Paper in rolls costs less 
@ Prints 4 times as fast 
¢ Prints 2 sides in one operation | 
e Prints and folds on press 
e Two colors at single-color prices 


Allan B. Chalfant, 
Rockville Centre, N.Y. 
* o e 
Pretty Pictures Aren't the 
Answer, Reader Says 
To the Editor: I see that the 
April 14 issue of ADVERTISING AGE 
justified the long battle that has 
| practically become a crusade of our 
agency. I refer to your front page 
lead story on what Frigidaire ex- 
pects from its new agency—name- 
ly, “planning and executing adver- 


CATALOGS—CIRCULARS, etc. tising, sales promotion and sales 
DANNER PRESS Inc training, including everything 
; ’ * |which is prepared for and directed 
Akron, Ohio |to the wholesaler and/or to re- 
FRanklin 6-6175 | tail selling organizations.” Fur- 


thermore, it is stipulated that the 
agency is to prepare complete re-| 
tail merchandising packages and 
basic sales planning and counsel. . .| 

We often wonder why agencies | 
don’t or won’t understand the) 
desperate need that exists for sales | 
promotion, merchandising and| 
sales-training services. Is it that| 
this is an unprofitable and overly 
demanding phase of advertising? | 
On the other hand, some agencies | 
do recognize the importance of} 
these services. An excellent ex- 
ample of this is the work that our | 
office is doing with one of the 
largest agencies in the country, and 
doing it successfully from both the 
manufacturers’ and agencies’ point 
of view. 

As more and more large com- 
panies begin to recognize the 
importance of these services to 
their sales effort, we will find 
more and more Frigidaire articles. 
This situation has already begun to 
show itself through the many 
swift and dramatic changes that 
have taken place in agency ac- 
counts in the last two years. It 
remains a mystery to me why more 
agencies don’t take advantage of 
specialists in sales promotion, mer- 
chandising and sales-training so 
that they can provide their clients 
with these needed services. In all 
too many cases these “collateral 
services” determine the difference 
between the success and failure of 
an advertising and selling cam- 
paign! 

Isn’t it time that we stopped 
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(1) Snap it... see it! (2) Slip it into a mount, and (3) project it as big as you want. 


Polaroid Corporation Announces 


YOUR MESSAC 


AN ANNOUNCEMENT TO THE ENGLISH DRINKING PUBLIC: 


Most of you know already. The 
fact of the matter is we are now 
| shipping the famous Nicholson's Gin 
— Britain's noblest—to America 
in the distinctive LAMPLIGHTER 


| We have no idea why this should 

cause such consternation It seems 

| half the adult population of England 

imagines LAMPLIGHTER terror. 

ized by the wild American olive 

The other half is about to rescue 

our product from the cold clutches 
of the American ice cube 

Frankly, we need the dollars 

terribly badly. And confidentially, 


so does the Economy bottle 


' 
| 
} the distillers of 


ENGLISH GIN FOR THE ENGLISH, BUT... 
REALLY WE NEED THE DOLLARS 


No use beating around the bush. Or, look at it ths way. Ours is 
an age of tolerance. Just because 
Americans are Americans, is there 
any reason to deprive them of 
Nicholson's Gin? Let them have it 
in its special LAMPLIGHTER bottle 
Surely st would be unsportsmantike - 
te imagine they would consume it 
while watching one of thei “Adult 
Westerns” on the television 

We hope this advertisement will 
clear the matter up somewhat. We 
assure you that limited quantities of 
Nicholson's Gin will still be avail- 
able in England. May you continue 
tu enjoy it on the best of spirits, as 
long as you are able to procure a 


- Lamplighter Gin ~ | 


thinking that “pretty” pictures and| olson & To. Lt «. 


clever ads alone sell merchandise, 
and become aware that creative 
selling techniques in sales promo- 
tion, merchandising and _ sales 
training are the answer to a well- 
rounded advertising program that 


| SELLS? 


QUICK, EASY WAY TO MAKE SLIDES 


Now with a standard Polaroid Land Camera, you can make 
slides for Sales Meetings, and project them immediately. 


Polaroid Corporation has perfected a film 
which produces black-and-white slides right in 
a regular Polaroid Land Camera. Just click 
the shutter and two minutes later you have a 
slide ready for projection. 


These on-the-spot slides can help you tell 
a picture story to everyone—prospects, exist- 
ing customers, the field selling force, manage- 
ment. A versatile Copymaker is available to 
make slides from any text, existing photo- 
graphs, charts, graphs or titles. Or, if you 
wish, you can take the camera into the field to 


next speech. 


NAME 


These slides cost about }4 as much as con- 
ventional slides. But the real saving is in the 
time and effort that it takes to put any 
picture on the screen. Send in this coupon 
for detailed information, plus booklet, “On 
Your Feet,” loaded with hints for your 


Polaroid Corporation 

Dept. A-19 Cambridge 39, Mass. 
Please send me detailed information on the 
new Polaroid transparency system. 


| 


photograph products, displays, and other 


material. 


rinm 


Two sizes are available—2% x 2, and 


i 
I 
I 
I 
1 
I 
I 
: POSITION 
1 
I 
! 
3% x 4 for use in existing “lantern slide” H 
! 


ZONE | 


projectors. 


eee eee awa tadananmanne mend 


|Pirie’s article 


S. D. Demel, 
Gramercy Advertising Promo- 
tion Service, New York. 
. . > 

Reader Has His Say on 
Anthropologist-Marketers 

To the Editor: Dr. Margaret C. 
in your April 21 
issue is one of the most depraved 
apologies pro materialism that I 
have ever read. In her view, 
there’s little more to life than the 
getting of material goods which in 


| some way gain status of some kind 


or another. 

Our wives are nothing more than 
the symbols of our purchasing 
power, according to the student of 
man. Human nature is barely dis- 
cernible after being dissected in 
her little laboratory. 

God save us (and the advertising 
industry) from anthropologists- 
turned-marketing-experts! 

Chris FitzGerald, 

Editor, Packaging Parade, Chi- 

cago. 

- e o 
He's All Het Up 

To the Editor: I’ve been watch- 
ing for and reading each issue of 
ADVERTISING AGE, and I’d like to 
add my approval to your policy of 
publishing “Advertising We Can 
Do Without.” This is a feature 
which will certainly help to dis- 
courage distasteful and dishonest 
advertising. 

While reading through a recent 
issue of Punch, I came across the 
enclosed ad, which I consider to be 
quite distasteful. This may not be 
advertising WE can do without, 
but it definitely is advertising 


| THEY can do without. The maga- 
|zine Punch has a substantial cir- 
culation in the U.S., and I cannot 
|see how advertising like this will 
|help the sale of Nicholson’s gin in 


this country, or, for that matter, 
help them get that almighty Amer- 


ican dollar, that they respect so} 


much. 
I thought that the American 
public should have a look at the 


— ee | 


ahi also cume 
to the conclusicn that this is ad- 
vertising that 1 HEY can do with- 
out. 
Donald J. Shaw, 

Display Advertising Depart- 

ment, The Tribune, Meadville, 

Pa. 

. e ~ 


Wants Credit Given 
for Creative Work 
To the Editor: Suggestion: In 
reporting news-worthy advertising, 
try to give the name of the man 
(or woman) who created the idea. 
For instance: The Cleveland- 
born “You Auto Buy Now” cam- 


| 


paign. That was, is, and I hope 
will continue to be, a minor sensa- 
tion. Several groups and individ- 
uals have tried to take credit for it, 
but in vague words that imply 
someone else had the baby. 

A matter of justice: The guy 
who did the gestating deserves 
recognition every bit as much as if 
he had written a best-seller. And 
the only way he can possibly get 
recognition of importance is when 
ADVERTISING AGE carries his name. 

But most importantly, it is a 
matter of saving creative effort in 
advertising! 

In your April 14 issue, Ned 
O’Neill writes an obituary for cre- 
ative effort in the modern agency. 
There’s much truth there—but not 
all truth, not yet anyway. And I’m 
sure you agree with me. And if 
ADVERTISING AGE could and would 
give credit to the men who con- 
ceive the better campaigns, the 
trend away from creative effort in 
agencies might be stopped. 

It would be one terribly tough 
job. Isolating the man who actually 
had the basic idea would often 
prove impossible. Too many of Mr. 
O’Neill’s “business men” who have 
taken over advertising are all too 
anxious to take credit. The presi- 
dents, partners, account executives 
and so-called creative heads will 
often demand credit. But some- 
where in the background there is 
the man who created each idea and 
he has a name. When you dig up 
his name—and give him credit— 
you do immeasurable service, not 
only to all other creative men, but 
to all the advertising business. Be- 
cause as creative work ceases to be 


attitude of the English manufac- | 


turer toward American consumers. 
If this ad could be reproduced in 
ADVERTISING AGE, I feel that Nich- 


important in advertising, the busi- 
ness as we know it now ceases to 
exist. 

Resolution: In reporting out- 
standing advertising, determined 
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effort will be made to discover— 
and publish—the name of the cre- 
ating genius who is practically nev- 
er the owner, partner, AE or copy 
chief. 
Adman, 
Detroit. 


his own questions. AA attempts to 
give credit, but frequently it is ex- 
tremely difficult to nail down. 

+. 7 . 


Galesburg Business Backs 
Higher Education 

To the Editor: Frank H. Sparks, 
newly appointed president of the 
Council for Financial Aid to Edu- 
cation, has just submitted a report 
on the first year of the Advertis- 
ing Council’s campa gn in behalf 
of higher education. fhe name of 
ADVERTISING AGE stands out - mong 
those who have supported the pro- 
gram at the national level. 

Knox College has been fortunate 
in receiving substantial support on 
a local basis for the same program 
which you have sponsored nation- 
ally. Since last September Gales- 
burg business men have given, or 
pledged, over $3,000 in newspaper 
and radio advertising. Service rates 
furnished by local media make this 
the equivalent of approximately 
$5,000 at the usual advertising 
rates. 

Please accept this expression of 
appreciation on behalf of Knox 
College, its faculty and trustees, for 
your continued interest in, and 
support of, independent higher ed- 
ucation in the United States. 

Sharvy G. Umbeck, 

President, Knox College, 

Galesburg, IIl. 


Cites Cleveland Auto 
Dealers Price Ad 

To the Editor: Your publica- 
tion has been editorializing to a 
great extent on the automobile 
deaters going back to factory re- 
tail list prices. 

We thought you might be inter- 
ested in the attached ad which, at 
least in this area, is the first step 
in this direction. 

The ad was prepared by our ad- 
vertising agency, H. Grider Ad- 


PRICES NO SECRET HERE! 


GREATER CLEVELAND 
DODGE DEALERS USE FAC- 
TORY LIST PRICES BECAUSE 
THEY ARE THE LOWEST IN 
THEIR CLASS ... ALLOWING 
gy DEALERS TO MAKE 


FACTORY SUGGESTED LIST PRICE ON ALL 
CARS AVAILABLE AT YOUR DODGE DEALERS 


Check the Price ot One of These Dealers Before You Buy 


item rk ae Fe eC TS en area 
081) ome to tae tee ee ere oie ee ae 
on rs a lead ee Te ES, 
ew mem erre) ate eee 1 Rene Oe 
cur 6 4 eas 2 Pee tote lam 6 Seeger Uma 
™ te nat te et he 


NO-NO-NO-DON'T SAY “HELLO” —SAY “DODGE” — WIN $5.00 


vertising Inc. 
John Porach, 
President, The Greater Cleve- 
land Dodge Dealers Assn., 
Cleveland. 


Husband and Father, Yes; 
Youth Consultant, No 

To the Editor: As a radio listen- 
er, husband and father, I must 
agree with Mitch Willer’s com- 
ments in his talk to dise jockeys, 
reprinted in the April 14 issue of 
ADVERTISING 4.GE, in which he gives 
his opinién on the “juvenile stuff 


“Adman” pretty much answers|With his statements about non- 


‘|Bunky? For years every Sunday 


pumped over the air waves these 
days.” He’s right on this point. 
But, as a youth consultant, re- 
searcher and president of the firm 
that specializes in reaching, influ- 
encing and selling the youth of 
the nation, I disagree—and how— 


buying teenagers 

Mitch says that -adio stations 
program to the 8-14 years old who 
make up 12% of the country’s 
population and 0% of its buying 
power. He’s wrong on all counts. 
You don’t find many eight-year- 
olds, or 9- or 10- or 1l- or 12- 
year-olds who are real rock ’n’ 
rollers. This is a teen-age phenom- 
enon, and teens are aged from 
13 to 19. And if the eight to 14- 
year olds have 0% of buying pow- 
er, then a heckuva lot of money 
is being wasted by leading adver- 
tisers on tv, in magazines, etc. 
beamed at this group, and by lead- 
ing record companies such as the 
one employing Mitch Miller. 

I’ll buy your plea to “change the 
music,” Mitch, but when you com- 
pare the boys running radio to 
the man who killed the goose that 
laid the golden egg, let’s remem- 
ber that you’ve been living well 
off this same sub-teen and teen- 
age goose for a long, long time. 

Robert M. Stelzer, 

President, Student Marketing 

Institute, New York. 


What's with English— 
‘Cough, Though, Tough’? 

To the Editor: The highly ab- 
stract quibble in which you lost 
yourself re the Sherwin Cody ad 
in The Creative Man’s Corner (AA, 
April 14) is extremely amusing to 
me. It should be to you, too, if you 
go back and read what the Creative 
Man has written. 

If he really found himself won- 


dering just who decided that yous | 
(and who says that is right?) is| 
misspelled youse, and how one can| 
justify in inclusion of the final 
“e,” mull over the pronunciation of 
the three words cough, though and 
tough. Who said that the letter 
group “ough” which occurs in all 
three words should be pronounced 
as “off” in the first word, as a long 
“O” sound in the second, and as 
“uff” in the third? 

Mr. Cody has a pretty good prec- 
edent for his spelling and pro- 
nunciation, and for the inclusion 
of the final “e.” Remember the 
poor waif of the comics—little 


in the color supplements he used 
—at least once—his immortal line: 
“Fagin, youse is a viper!” (And 
that’s the way the word was 
spelled, too.) 
Arnold N. Kirschner, 
San Bruno, Cal. 
*. e — 
Ad Industry Deserves 
Better PR, Agency Man Says 

To the Editor: Several days ago, 
in the advertising news column of 
one of America’s really fine news- 
papers, some space was given to 
the concern expressed by adver- 
tising men on the matter of pres- 
tige for advertising and the people 
engaged in it. 

In dealing with this very subject, 
the following expressions were 
used—‘“agency brass hats” and “ad 
alley.” In this same column I have 
often read of the Madison Ave. 
boys, ad shops, ad shingles, ad pies, 
ad guys; other flippant and dispar- 
aging terms are commonly used. 
All advertising executives are re- 
ferred to by palsy nicknames. Big 
“parties” always make the news. 

Is this kind of daily reporting 
good public relations for the seri- 
ous business of advertising, a $10 
billion industry? As you know, ad- 
vertising news columns are widely 
read by business and banking ex- 
ecutives, as well as by advertisers. 
Unless constructive, they can do 
more damage to the prestige of ad- 
vertising than an occasional novel 
or play which can never be wholly 


objective. 


anes 


It seems 
friends in the public press should 
be encouraged to treat the adver- 
tising business with the same de- 
cency and respect that is standard 
practice in presenting news of any 
other major industry. 

Charles J. Cutajar, 

Executive Associate, Benaul 

Associates, New York. 

. ra 


© 
Maryland Prohibited 
Discriminatory Tax 

To the Editor: May I point out 
an error of fact in your editorial of 
April 28, headed “Worrying the 
Legislature”? 

The bill passed by the Maryland 
legislature specifically prohibited 
discriminatory taxes on advertising 
only. Where business is taxed, as 
by property tax, income tax, etc., 
the advertising business in Mary- 
land may also be taxed. The law 
was not a “declaration of prin- 
ciples,” but a definite act to pre- 
vent city, county and other local 


important that our} 


governmental bodies from singling | 


out advertising or publishing for 


|any special form of taxation, not 


applying to all business. 
Louis F. Cahn, 
Cahn-Miller Inc., Baltimore. 
. ° 
Speech Gains Circulation 
To the Editor: Enclosed is $1, for 
which please send me ten copies of 
the pamphlet “Let’s Make the Real 
America More Like the Pictures in 
the Ads.” 
J. M. Hickerson, 
J. M. Hickerson Inc., New 
York. 
Copies of the pamphlet, repro- 
ducing a speech by AA Editorial 


Director S. R. Bernstein on this | 


subject, are available at 10¢ each, 
or 5¢ each in quantities of 100 or 
more, 
- . * 
Praises Color Section 
To the Editor: This is just a 
note to congratulate you on the 
color section in the April 28 issue 


71 


of ADVERTISING AcE. It is really 
a beautifully done job. 
Louis Cheskin, 

Director, Color Research Insti- 

tute, Chicago. 

. . 7 
‘Bleary and Bloodshot Eyes 
Every Miserable Monday’ 

To the Editor: Having been a 
subscriber and ardent reader for 
one year, I feel that I am eligible 
to register a complaint, as well as 
renewing my subscription. The 
complaint? Very simple. 

As I follow my bleary, bloodshot 
eyes across the pages every mis- 
erable Monday morning, I usually 
get at least a bit of a lift reading 
the accounts of the latest hot scoop 
in the most fascinating of business- 
es. Then, unfortunately, I lose 
all the exhilaration, exuberance 
and excitement to a horrid little 
person who monopolizes a whole 
quarter page with a lot of drivel 
that would hardly be a credit to a 
small, a very small schoolgirl. Ob- 


WPTF Raleigh-Durham 
the Nation’s 


Radio Market... nieisen #2 


and 


in 1958 PULSE 32-County Survey Again 


FIRST 


in every quarter hour with an average of 35% of the listening audience 
from sign-on to sign-off. Reaches as high as 56% and never less than 31%. 


PETERS, GRIFFIN, WOODWARD, INC. 


National Representatives 


WPTF Reaches: 
%176% MORE 


listeners than a local 
network of eleven stations. 


%424% MORE 
than Station B. 


*%517 % MORE 
than Station C. 


WPTF 


50,000 WATTS 680 KC 
NBC Affiliate for Raleigh-Durh 
and Eastern North Carolina 


H. Mason, General Man 
Gus Youngstecdt, Sales Manager 
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viously, I refer to the so-called 
Creative Man. It must be very 
painful for him to drag the bottom 
of the Chicago River for his com- 
ments on picayune items in some 
of the ads he picks on. It is the 
ruination of an otherwise promis- 
ing day when his column is forced 
upon your subscribers. 
Walt Robinson, 
Detroit. 
» > 
How an Idea Happens 

To the Editor: I read and liked 
James D. Woolf’s column in the 
April 14 AA as I usually do. 

The Woolfian Theory of Factual 
Insight makes a lot of sense to me 
—more so than either side of the 
motivation-intuition debate now 
going on. 

It also reminded me of a mem- 
orable line in a talk which John 
Pullen made to our organization 
recently. John is a Maine man who 
chooses and uses words with wise 
economy. He succeeded me this 
year as Managing director of our 
copy department. And he is a fine 
writer outside of advertising also— 
as two book clubs proved by buy- 
ing his epic account of “The Twen- | 
tieth Maine.” Perhaps you saw the} 
Reader’s Digest condensation of it. 

John was discussing the devel- 
opment of advertising ideas wken 
he made this observation: “Even 
after all these years, I don’t quite 
know how an advertising idea hap- 
pens—except that it is somewhere 
in the area where information and 
imagination get together—and usu- 
ally in one person’s head.” 

The underlining is mine. The| 
sentence seems to me a neat cap- 
sulization of the concept in your 
column. And maybe it will give 
you a springboard for another col- 
umn some time. 

Kenneth W. Slifer, 
Vice-President and Executive 
Director of Copy Department, 
N. W. Ayer & Son, Philadel- 
phia. 

. « 
Brace Up! You Have Friends 


rest of Dr. Pirie’s conclusions are 
true, though, I never knew I was 
so susceptible to shame and gossip, 
so insecure, so full of class con- 
sciousness. And, so phony! 

I shall now go home and kill my- 
self. I’m too messed up to continue 
living under such standards. 

Jack A. Bain, 

Sales Promotion Department, 

Century Electric Co., St. Louis. 

° * . 
‘Looking Under the Hood’ 
Is the Present Trend 

To the Editor: The point Mr. 
Weiss didn’t make, or at least not 
emphatically (AA, March 10), is 
that the troubles of the Edsel are 
the present and growing troubles 
of the three major auto companies. 
They don’t hinge on research, fac- 
tual or intuitive, but rather on the 
missing factor of product quality, 
both in design and in production. 

Wherefore we have the growing 
foreign car market, since people 
are starting to look “under the 
hood” again, as well as at the styl- 
ing, as well as at the performance 
data, to see what they are actually 
getting for their hard-earned dol- 
lars. 

Another stereotyped brand by 
any name and any maker, pro- 
duced to the present American 
auto makers’ ideas of what cars 
should be, would very likely have 
met with the same public indif- 
ference. 

As a matter of fact, the auto peo- 
ple are and have been rather high- 
ly intuitive about design and 
horsepower and product longevity 
et al, but in the wrong direction. 

Roderick McKenzie, 

Advertising Counsel, Fort 

Lauderdale, Fla. 


Pleasant Relations with Lincoln 

To THE EpitorR: THIS AGENCY TOO 
UPHELD THE HONOR OF SMALL SHOPS 
—PITCHED FOR LINCOLN AUTOMOBILE 
ACCOUNT AND WAS VERY NICELY AC- 
KNOWLEDGED BY LINCOLN AD MAN- 
AGER. THEIR COURTESY IN HANDLING 


To the Editor: I have just read| our RELATIONS WITH THEM WAS 


Dr. Margaret C. Pirie’s article in 
your April 21 issue. I’m some- 
where in the defined middle class, 


from a monetary standpoint. If the 


MOST PLEASANT. 
Richard Irwin Irving, 
J. Rosenbloom & Associates, 
Chicago. 


ee 


Market Data Gold Mine 

To the Editor: What a gold mine 
for someone just presently charged 
with expanding an organized mer- 
chandising program. 

I refer, of course, to the wealth 
of market data made available 
through your service department in 
the May 5 issue of ADVERTISING 
AGE. 

Never have I been presented 
such an opportunity to gather the 
facts and background I need to fol- 
low through on my job of acceler- 
ating our advertising and sales pro- 
motion work, along with the other 
facets of marketing and merchan- 
dising. 

I only hope I am not being 
greedy. The coupon was just not 
large enough. I desperately need so 
much of this information that I am 
attaching a lengthy list of items. 

Some of them are not free—and 
I understand I will be billed for 
these items. 

G. R. Hellen, 

Manager, Advertising and 

Sales Promotion, Brockway 

Glass Co., Brockway, Pa. 

° - * 
Fewer, or Less? 

To the Editor: We note the ciga- 
ret people have spawned another 
illiteracy, “less tars and nicotine.” 

Perhaps the automobile industry 
should follow what apparently is 
a very successful formula, and 
come out with an economy model 
using “fewer gasoline.” 

Martin F. Maher, 
Advertising Director, The 
Florsheim Shoe Co., Chicago. 

ry . . 


Integrity Rates 

To the Editor: Congratulations 
on your April 21 editorial on “Ad- 
vice to the Four A’s.” 

The scourge of sycophancy, me- 
diocrity, and “the client won’t like 
it” needs to be dealt with severely, 
if advertising wants to gain its 
rightful perspective in the public 
eye. 

This subject even enters our 
personal activity. Integrity is a 
precious characteristic. 

Thorn Warren, 

Advertising Sales, Industrial 

Packaging, Cleveland. 


“The Voice’ Promises You Will 
Lose This Surplus Weight Without 
Conscious Will Power — Without 
Dieting, Drugs, Pills or Exercise 
The Voice E h 
bedtime yon tre going 0 yn oH 
i gestion” amg 


and we 


Subliminal Pounds Away 

To the Editor: Here’s conclu- 
sive evidence that the subliminal 
technique really “pounds away” 
at the consumer. 


The attached, incredible adver- 


PSYCHOLOGIST’S DISCOVERY! YOUR SUBCONSCIOUS MIND 
CAN NOW HELP YOU REDUCE AUTOMATICALLY! 


| AM ‘‘THE VOICE’’ 


Listen to Me. Listen to My Voice on My Record Every Night. 
Let My Voice Speak to Your Subconscious Mind. Through 
My Voice's “Power of Suggestion” You Can Positively 


LOSE UP TO 5 POUNDS 


THE FIRST 7 DAYS YOU LISTEN 


“A ” 


ur 
“thinking”, as it hag done for so 
many it won’t cost you a 
panes: complete cost of ‘The 
Record is i 


in your life. You 

every friend about it. paws be eed 

you want 45 or 78 non- } 

record. You will do this today. 

10-DAY FREE TRIAL* MAIL COUPON TODAY 
A Institute 


tisement appeared in a recent is- 
sue of the North Shore Hollister 
publications. 
H. B. Kreer, 
Henry B. Kreer & Co., Chicago. 
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Because business today is recounting its dollars for advertising, 
as for all other expenditures, we believe the following facts 
should be of interest to all advertisers in their current 
re-appraisals of media, money and markets: 


1. MEDIA SELECTION 
In the first quarter, 1958, 69 new advertisers 
; chose NEWSWEEK—many more than any other 
=; 5 magazine in the newsweekly field during 
& this period. 


oe 2. INVESTMENT VALUE 


aN NEWSWEEK is consistently delivering 
more readers in Business, Industry and 
Government—more than ever vital 
targets—per advertising dollar than 
any other magazine. 


ak 


64.8 % of NEWSWEEK'’s circulation 
is among families earning $7,500 
and over—the group that is 
continuing to do the buying 
.and NEWSWEEK’s total 
circulation continues to 
grow. As of the first 
A quarter, 1958: 1,230,000* 
=< —well beyond our 
established rate base. 
Evidence that 
NEWSWEEK is truly 
one of today’s 
most efficient 
advertising 
vehicles. 
* Publisher's 
Estimate 
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Ne 


magazine 
for 

communicative 
people 
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and .. . this response came from 
the wealthiest agricultural area in 
the nation—an area where the 
soil on the farms produces more 
wealth each year than all of the 
world’s gold mines. 

69% of the people in KMAland 
live on these prosperous farms or 
in small towns of less than 25,000 
population. 

For 33 years, KMA has been cater- 
ing daily to the special interests of 
these people—people to whom ra- 
dio listening is habitual, purposeful. 
Check with any Petry man why 
advertising on KMA influences 
sales in 10 major midwest dis- 
tributing centers. 


Speaking of pulling power 


KM 


topped every station 


in the nation 


in mail response for a large 
National Advertiser* in 1957 


G00 


*Name upon request 


THE HEART BEAT OF THE CORN COUNTRY 


SHENANDOAH, IOWA 


CHANNEL 


5000 WATTS, 960 KC ABN 

APFUIATEO with — { 
Represented by 
EDWARD PETRY & CO., INC 


OMAHA 


(Continued from Page 3) 
its broadened responsibilities. 


= The development, he said, was 


lowed closely on the heels of an 
intensive survey recently complet- 
ed on behalf of Chatelaine by the 
Institute for Motivational Research 
under the direction of Dr. Ernest 
Dichter. 

The new Chatelaine, Mr. Chalm- 
ers declared, will deal with the 
whole realm of women’s activities 
—domestic, intellectual and cul- 
tural—and the whole range of her 
interests—the home, the commer- 
cial world, the community, nation- 
al and international affairs. 

Canadian Home Journal’s last is- 


sue is scheduled for publication 


than the 


There’s 


more 


to the 
train 


engine 


_and there 


to Salt lake tha 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


eg apg 


' pe 


AD 


7 


Tr 
‘A 


As Salt Lake goes . . . so goes the great Salt Lake 
Intermountain market because Salt Lake is the economic 
and cultural hub of this 1% million person market. 
When you advertise in Salt Lake’s two metropolitan 
newspapers with 4-state circulation, you open the door 
to a million more prosperous prospects who live 

outside Salt Lake City. That’s why we say Salt Lake is 
an exceptional market that’s the exception to buying 


just the “first 20” markets. 


DESERET NEWS ano 
Salt Lake Telegram (EVENING) 


Represented Nationally by MOLONEY, REGAN & SCHMITT, Metro Comics Network. 


particularly timely since it fol-| 


Advertising Age, May 19, 1958 


‘Canadian Home Journal’ Buy Makes 
‘Chatelaine’ Biggest Canada Magazine 


late this month. 


s Consolidated also has sold four 
trade publications to Maclean- 
|Hunter—Canadian Baker, Food 
in Canada, Motor Magazine and 
Trader & Canadian Jeweller. 

In still other sales Consolida- 
ted sold Farmer’s Magazine to 
Farmer’s Advocate & Canadian 
Countryman, London, Ont., with 
which it will be merged, and sold 
Saturday Night Press to Southam 
Co., Toronto. 

Consolidated will retain Satur- 
day Night, a slick fortnightly; To- 
bacco & Variety Journal; Truck 
Transportation, and its annual 
Canadian Service Data Book. The 
company also operates a printing 
plant in Duchess St. here. 

Jack K. Cook, president of Con- 
solidated (and owner of Radio 
Station CKEY, Toronto), said the 
decision to sell the Consolidated 
interests was based on steady los- 
ses from their operations in recent 
years. Consolidated has lost about 
$500,000 in the past five years. + 


Lambert-Feasley 
Gets SSCB Part of 
Warner-Lambert 


(Continued from Page 3) 
to the home permanent. 


e Advances in the hair prepara- 
tions field such as hair sprays, 
which make home permanents last 
longer, and for some gals neduces 
the need for a permanent drastic- 
ally if not entirely. 


e The fact that home permanents 
are a chore often requiring the 
services of another to administer 
the preparation. 


= In Warner-Lambert’s case, un- 
| derstandably the company appears 
| unwilling to spend or battle in the 
arena where giants Procter & 
Gamble and Toni are tussling. The 
situation has its similarities to the 
dentifrice business, where Warner- 
Lambert is content with a minor 
share of the market and a minor 
expenditure in it. 

Additionally, in Lambert & Feas- 
ley Warner-Lambert has the serv- 
ices of a wholly-owned subsidiary 
(already handling several other 
company products) whose commis- 
sions ultimately land in Warner- 
Lambert coffers. 

Summing up, one Warner-Lam- 
bert official declared: “The whole 
industry is suffering from a re- 
ceding hairline.” # 


New England isn’t 
covered without its 


SWEE 


PURCHASING POWER 
OVER $550 MILLION 


ORDER FOR 
BILL 
suy | VERMONT 


Address: Rm. 516, Statler Office Bidg., Boston 
16, Mass., for information on the Key Vermont 
Daily Newspapers. 


VERMONT ALLIED DAILIES 
* Barre Times * Bennington Banner 
j * Burlington Free Press 

* Brattleboro Reformer * Rutland Herald 

* St. Johnsbury Caledonian-Record 


— > 
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The Government Printing Office or 
somebody in Washington favored us with 
a copy of the “Economic Report of the 
President.” Pleased to share the lowdown 
with Ike, we read large hunks of it. And 
came across one startling set of figures. 

Since World War II, businessmen have 
pointed with pride to our rising industrial 
productivity, and labor leaders have used 
it to raise the ante. 

With 1947 equal to 100, our industrial 
productivity based on man hours paid, 
reached 128.6 in 1957—incidentally, only 
1.5 points above 1956. 

Whereas, on the same base, agricultural 
productivity in 1957 was 183.8—8 points 
over 1956! (Bureau of Labor Statistics. ) 

Farm productivity rising three times as 
fast as industry is the combined result of 
larger farms, improved techniques, better 
management, more competent farmers. 
And SuccessFuL Farminc had something 
to do with it, too. 


For the volume producers of grain and 
corn, livestock and dairy products, SF 
is the guidebook and operations manual. 
It reports not only the new discoveries but 
proven procedures by actual case studies, 


documented and photographed. 

Every farmer gets some money-making 
idea, some helpful suggestion, from every 
issue. SF is earnestly studied, its contents 
clipped, filed, consulted subsequently. SF 
is equally concerned with the business 
of the farmer’s wife, the conduct of his 
home, the welfare of his family. 

Fifty-six years of real help has paid off 
in a superior audience, the country’s best 
farmers. The estimated average cash farm 
income of the SF farm subscriber has been 
above $10,000 for the past decade. No 
medium offers a better market. 


And the many contributions of SF have 
established a respect and confidence that 
adds immeasurably to advertising effect. 

For better business 
this year, and for better 
balance in your national 

advertising effort, 
you can profitably 
use SUCCESSFUL 


Meredith of Des Moines . . . America’s 
biggest publisher of ideas for today’s living 


Urban notion: Farmers have milk cows, 


Today few dairy farmers make cheese. 
And Successful Farming families buy cheese— 

: cream, jar, link, glass, loaf, solid sliced — 
to the tune of $11,574,000 a year! 


three meals a day at home, and estimated 
average cash farm incomes over $10,000 
make SF farm families choice customers. 


Helping farm families make more money 


any general medium. For better sales 
this year, and to balance national coverage, 


try Successful Farming. Call any SF office. 


Successful Farming...Des Moines, New York, Chicago, Detroit, 
| Philadelphia, Cleveland, Atlanta, San Francisco, Los Angeles. 


and tomorrow’s plans. 


Cheese...with a big smile 


don’t buy dairy products! Hah! 


Larger families, outdoor work, 


and live better for fifty years 
gives SF influence unmatched by 


nates 


Bit: > eee). eae ere 


yes 


2 “eae Seine Fe : Jeeta = a Sue te ae a ee ee oe a ee = ae Wi ser oa aa tear eres a ss 
| ‘ " | ; ie 
| Min mempers— move over 
| ot AIT , 

; | 1} it | 
tpt: . i = , Sa y 4 
) a me es os wi 1 
| YS i te ae | 
/ ‘ . ‘ . So a? ea iy 
< a ———— oo et ‘g~ =a ee ’ tin 44 cel 
= US ("<a ) a 
, Soy i y : 
Ree ——) ot 
aa —= ‘3 
{ 7& 
Par 
i ee ’ 
{ 
Be 
i) 
| COR 
HT ae 
a 
| a 
| = 
ARMING. all any omece for detals. oc 
) ee | 
, 
re 
~ 
J 
f\ ; 
e% 
Qi 
~ ee | 
«3 | 
: Y es | 
eins 
; y= ee 
en — / ne 
/ ~ on 
arate, i a oo 
= a ; An 
j a ‘ee ‘ ~ may . rs 
| i) 2407) es * 
Eas, 
Wa ean OR ‘ 
b - ” i. a as 
aol t, (<> " Site 
q m—— 7 ‘/ VS 
Z ; 
| 1a ae | 
ay NY ES re 
b =F A tims \ gs 
‘Mi sont vd aa | 
! ; we y ‘i rash a ne 
ee au © \ oe 
q SOAR A \ ae 
} ” Ry a mene f) ad "lg \\ inte 
| le = 
vee mB agin: 
_ bot 
oa 
| | re 
eats 4 
be 
ee 
| AG 
i By, 
ae 

Pa Ae tie SEY 1 hein a RATT SS RNa rae te RN Nag OSes A aR RRR ee Ca oc Uae gn Do tne yaaa ter Shae rey Ole hr eevee ara Ee ee Se ON ed Co Meine ck 

lone é i ee pi ae § s ae S. i =e : 53 ae = Sone : Bates ier aa Ba enact ier dee or ior Phe eee wo ae er eo nae ok nee et aes eo ae in co = i — ate sale Bos GS Be i . < jake ee ose. _ ee abil Wie s ee: 


76 


From Ankle to Wrist, There’s Fashion Twist 
in Almost Any Advertising, BBDOers Insist 


New York, May 13—A client;Bates Fabrics; Dorris Millard, a 
service that began with . desk in stylist, stems from Best & Co. and 
the hall has grown into a full-|Neiman-Marcus. Anne Harmon, 
fledged department at Batten, however, is a BBDO-trained styl- 
Barton, Durstine & Osborn. ist. 

It’s the fashion department,| Men’s wear gets a_ specialist 
which five years ago consisted of|too: Donald Gaynor working as a 
one Russell Norris working as a| consultant on the Du Pont, Cava- 


Advertising Age, May 19, 1958 


‘nagh hat, Forstmann, and Ameri-|who is in charge of clearing all|bearings, Northrup King flower 


can Institute of Men’s & Boys’|department store listings used in| seeds, and Sheaffer pens. For 
Wear accounts. He works on fash-| fashion and home furnishings ads, Sheaffer, the stylists selected the 
ion shows as well as choice of a service not ordinarily considered fabrics used for the carrying cases 
merchandise, styling copy and art|an agency function. for the new Lady Sheaffer pens, 
treatment for ads. He too has an| The eighth member of the de-|and then went along to the pho- 
editorial background, having been|partment is the office manager,|tographer’s to pin the long red 
men’s fashion editor of Town &|Jean Randazzo. glove pictured in the introductory 
Country and Playboy. | The stylists never know which |ad. 

client will call them in next, and Although Russ Norris is the 


® Another department specialty is they’ve worked on such diver- department head, probably his 


‘handled by Suzanne Schulhofer,| gent accounts as Timken roller greatest claim to fame and notori- 


fashion stylist for the E. I. du) 
Pont de Nemours & Co. account. 
His domain was a desk outside 
the art director’s office. 

Now, in more spacious quar- 
ters, Mr. Norris has seven con- 
freres working on a wide variety 
of accounts—performing many 
services over and beyond those| 
ordinarily expected of the fashion) 
coordinator in most agencies. 

Like most agency stylists, the! 
department searches out the 
clothing and accessories needed 
for ads, then goes along and as-| 
sists with the photography—in- | 
stead of leaving this up to the) 
photographer’s stylist. 


® This service is not restricted to 
fashions, but includes home fur-| 
nishings as well, and the agency | 
has one stylist, Doris Amos, de-| 
voting all her time to home fur-| 
nishings. The accounts she works| 
on range from Campbell Soup 
and Daystrom Furniture to United 
Fruit and Oneida Silversmiths. 

For tv commercials, the depart- | 
ment works with the girl giving) 
the commercials, helping her se-| 
lect clothes that will be suitable | 
not only for herself but for the 
product and the show. They also 
advise on hair styling, accessories, | 
etc. 

The fashion stylists also keep a 
sharp eye out for trends that cli-| 
ents can get behind and promote | 
—this ranges from an early rec- 
ommendation that Du Pont spear- 
head the current colored hosiery | 
fashion to the prediction that the 
blouse was returning in impor- 
tance in women’s wear. The re- 
sult of the former has been ap- 
parent for two years; the result of 
the latter: Du Pont’s current ad se- 
ries, “The blouse is back.” 

When Revlon was a client, the} 
department advised on new cos-| 
metic colors—a service now en-| 
joyed by Coty Inc. For all inter-| 
ested clients, the department also 
puts together a color and fabric! 
prognosis, illustrated by swatches, | 
as a preview of what next sea- 
son’s trends will be. 

Such forecasting comes natural- | 
ly to the fashion stylists since| 
most of them have editorial and| 
department store backgrounds: | 
Jane Gruen, associate director of 
the department, came to BBDO! 
from Vogue, Neiman-Marcus and | 


NO TYPE USED 
_ IN THIS AD! 


No metal 
type was used 
in setting this ad, 
only FOTOTYPE 
for display and Justi- 
Type Paper for body 
copy. So easy, anyone 
can set good-looking 
ads, catalogs, house 
organs, presentations, 
f etc., to be reproduced 
by offset, zincs or silk 
screen. Save up to 90% 
over ordinary methods. 
Over 300 styles and 
sizes shown in new 
64-page type book. 
Write today for 
free copy. 


— 


There’s more to Florida... 
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ety is his unofficial title as “that 
nice young man in the Lucky 
Strike ads.” 


® Russ got involved in this extra-| : - 
‘under contract to American To-|known to bewail: “With all the 


curricular activity when the 
Lucky Strike account people were 
rounding up some agency people 


to pose for trial photos to illus-/|Trecalls. 
trate new copy ideas being pre-| 
|hind his BBDO desk than before’ Eastman Kodak Co. will repeat) 
When Lucky Strike okayed the! 


sented to the client. 


idea of featuring a young couple|hours he has spent being photo- 
in the ads, no professional model| graphed have failed to bring out 
pleased the client as much as/the ham in him. In fact, at the tv 
Russ’s picture in those test shots.|sessions, which he regards as a 
“The next thing I knew, I was'special kind of hell, he has been 


bacco Co.—probably the best thing starving actors in New York, why 
that’s ever happened to me,” Russ | did you have to pick on me?” + 


| 


He still feels more at home be- Kodak to Repeat ‘57 Yule Push | 


the camera, however, and all the its 1957 Christmas advertising| 


Wilson Joins WCCO 


campaign featuring the slogan, fe 
“Open Me First.” The campaign] 
will be supported on Kodak’s tele-| 
vision shows, and in magazines 
and newspapers. J. Walter Thomp- | 
son Co. is the agency. 


James K. Wilson, formerly with 
Campbell-Mithun, has been named 
account executive at WCCO, Min- 
neapolis radio station. 


es ee 


Streamlined diesel locomotives hauling tons of freight and passengers are Milicl Misseperates, 

an even more familiar sight today than Florida’s abundant marine life, especially Ray Tee, Whe Se ee ee 
in the Jacksonville area. Rail center of the Southeast, Jacksonville is terminus rated the agency (for $20,000) and 
for two railroads and the site of General Motors’ big diesel plant. The Atlantic er officers of the new corporation 


Coast Line Railroad is soon to move its entire 1,350-man headquarters here. treasurer, ané Brauk ‘Valenth: ve. 


|/been appointed to handle adver- 

and toWMBR-TY ! sapien ee 
. 7,? . . foreign distributors division and 

/ @ Amid Jacksonville’s widespread expansion, |Robert Otto & Co. to handle GM's 


READABLE—Pages of this animated 

store display turn automatically to 

unfold the “Posture is a plus” sto- 

ry—the theme of Sealy’s spring 
promotion. 


Adds GM Hawaiian Account 


ating his own agency, Milici Ad- 
vertising, Honolulu, has incorpo- 


has assumed the presidency. Oth- 


are Robert O. Kelsey, vp and sec- 
retary; Jane Donovan, vp and 


Milici Advertising Agency has 


jadvertising in the Hawaiian Is- 


WMBR.-TV continues to maintain its clear-cut television leadership. The latest lands. Milici’s other accounts in- 
clude American President Lines, 

* National Lead Co., Alice Love | 
ARB, the March metro area study, gwes WMBR-TV an 86% lead over the Products, Pabst Brewina Co. Elem 


competition during nighttime viewing hours and a 54% lead for the total week. Electronics Corp., Carter Products, 


WMBR-TV has 22 of the top 25 weekly evening shows, 20 of the top 25 daytime a 
programs ...and is first in 334 out of 480 quarter-hours. And that’s only in the 

metropolitan area, where WMBR-TV’s vastly-superior coverage makes no difference. 
(The latest total-area ARB gives WMBR-TV an average 131% total-week lead!) pedads oft Rape cotton dh hoe 


Metro area or total area, day or night, there’s a great deal more to... | throughout the year. Doyle Dane 


Channel 4, Jacksonville — WMBR-TY | Publishers Elect Cameron 
An Affiliate of the CBS Television Network business manager of the New York 
Operated by The Washington Post Broadcast Division chairman of the Publishers’ Assn. 
Represented by CBS Television Spot Sales 


tric Auto-Lite Co., Packard-Bell 


‘Helene Curtis Industries and Si- 


Export Lines Starts Drive 

_ American Export Lines, New 
| York, started an Italian-language 
| one-minute spot radio campaign in 


| Six markets May 12. The drive is 


land will break later in three 
|Canadian markets and continue ~ 


| Bernbach is the agency. 


Barney G. Cameron, vp and 
Herald Tribune, has been elected 


|of New York. 
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Moorhead, 


Minnesota 


reach ’em 


KELLY-SMITH 
Representative 


through 
the pages 


of 
THE FARGO 


FORUM 
and Moorhead Daily News 
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Warner Captures 
Top Honors in ‘58 
Set-Up Box Contest 


(Continued from Page 2) 
award certificates were for the 
first time this year presented to the 
designers of the winning boxes. 

The criteria applied in selecting 
the winning boxes were mer- 
chandising appeal, complement of 
product and box, brand identifi- 
cation and convenience of use by 
the consumer. There were about 
2,000 entries. 

Listed here are the first award 
winners: 


Class A—General Superiority According 
to End Use 

1. Kerr dentist’s drill box by Paper 
Package Co., Indianapolis, for Kerr Mfg. 
Co. 

2. Kynex pharmaceutical mailing box 
by Walter P. Miller Company, Inc., Phil- 
adelphia, for Lederle Laboratories divi- 
sion, American Cyanamid Co. 

3. Matchabelli “collector's items’’ box by 
Warner Bros. Co., Bridgeport, for Prince 
Matchabelli Inc. 

4. Avon “Gems in Crystal” box by 
F. N. Burt Co., Buffalo, for Avon Prod- 
ucts Ine. 

5. “A Match for a man” gift box by 
Pacific Paper Box Co., Los Angeles, for 
Leeds- Wallace. 

6. Pall Mall soap chest by Piqua Paper 
Box Co., Piqua, O., for Hewitt Soap Co. 

7. Pepperidge Farm brandy cake boxes 
by Warner Bros. Co., Bridgeport, for Pep- 
peridge Farm. 

8. “French Trio” candy boxes by Con- 
gress Paper Box Co., Chicago, for Cupid 
Candy Co. Designed by Robin O’Hare. 

9. Electric paint sprayer box by W. C. 
Ritchie & Co., subsidiary of Stone Con- 
tainer Corp., Chicago, for Burgess-Vi- 
brocrafters. Designed by Dave Chapman 
Design. 

10. DeJur movie camera box by Warner 
Bros. Co., Bridgeport, for DeJur Amsco 
Corp. 

ll. Cannon gift towel set by Old Do- 
minion Box Co., Charlotte, N. C., for 
Cannon Mills Co. 

12. Munsingwear lingerie boxes by 
Quality Park Box Co., St. Paul, for Muns- 
ingwear Inc. 

13. Gentlemen’s robe box by Walter P. 
Miller Co., Philadelphia, for Rabhor 
Robes Inc. Designed by Leonard F. Fell- 
man Co. 

14. I. Miller ‘International’ shoe box 
by Frank C. Meyer Co., Brooklyn, for I. 
Miller & Son. 

15. Studio shop gift boxes by Friend 
Box Co., Danvers, Mass., for Studio shop. 

16. Minas’ holiday gift boxes by Wayne 
Paper Box & Printing Corp., Fort Wayne, 
for E. C. Minas Co. 

18. Toy ballistic missile box by Con- 
solidated Paper & Box Mfg. Co., Rich- 
mond, for Scientific Products Inc. Art de- 
sign by Jack Woodson. 

20. Steak knife set box by Niagara Box 
Co., Fair Lawn, N. J., for Regent-Shef- 
field Ltd. 

21. Dictet recorder box by Warner Bros. 
Co., Bridgeport, for Dictaphone Corp. 
Designed by Garry Barsumian, Dictaphone 

22. ‘‘Rediplete’’ vitamin presentation 
boxes by C. Albert Sauter Co., Philadel- 


Carlton 


at! 


PACKAGE WINNERS—Here are some of the first award winners in the set-up paper box 
competition sponsored by the National Paper Box Manufacturers Assn. The camera box 
for DeJur Amsco Corp. has a “forceful billboard effect in purple, blue and black on 
white.” Cupid Candy Co. packages three ¥% lb. boxes of mints into a single gift package. 
Burgess-Vibrocrafters Inc.’s package “overcomes the difficulties of effectively pack- 


aging a large hardware item”—an electric paint sprayer. Prince Matchabelli’s “‘col- 
lector’s items” box features a die cut Currier & Ives reproduction glued to the inside 
of the hinged lid. When the box is opened the figures pop up. To introduce a new prod- 
uct to doctors, Lederle Laboratories used a mailing box with an accordion tray ar- 
rangement containing three samples. 


Significantly, demand factors behind the upsurge in apart- 
ment building are likely to become stronger. For example, 


U. S. households are increasing by 750,000 a year with 
an average annual growth of one million seen between 
1960 and 1975 e The ranks of young married couples are 
being swelled by 1.5 million marriages oneal and 
marriages will soar in the 1960s e Urban psa is on 
the rise with 104,166 dwelling units approved under 
Federal programs last December as compared with 75,000 
the year before e Population pressure and land scarcity 
are increasing @ Available vacancies are abnormally low, 
only 2.8% of all residential units, and could go lower 
unless construction is stepped up. 


To help architects and engineers with their expanding 


Architectural Record 


“‘workbook of the active architect and engineer” 
119 West 40th Street, New York 18, N. Y., OXford 5-3000 


THE APARTMENT 


Again in 1958 architects and engineers are planning 
a steeply increased volume of apartment projects. Now 
is the time to go after their specifications—and Archi- 
tectural Record is the right place to do it. 

Contracts for apartment building construction are running 14% 
ahead of last year, according to F. W. Dodge Corporation.* 
This gain comes on top of a 45% upturn in 1957. 


Apartment building construction is now accounting for nearly 
one-fifth of all new nonfarm dwelling units, the largest proportion 
since 1949, 


design opportunities in heavy residential building, Archi- 
tectural Record in the past two years has published 100% 
more editorial pages on apartment, hotel and dormitory 
design than any other architectural magazine. 


A fact that helps to explain why over 85% of all archi- 
tect-planned building of this type is in the hands of 
Architectural Record’s architect and engineer subscribers. 


Architectural Record’s coverage of other building types 
is equally impressive. Ask for coverage data (docu- 
mented by e Reports) on all your architect and 
engineer planned building markets. Do it in time to take 
advantage of Architectural Record’s July issue featuring 
a major study of APARTMENT BUILDING DESIGN. 


* First quarter: 
1957—$268,814 000 
1958—$308,618,000 
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phia, for Merck-Sharp & Dohme. De- 
signed by Andrew Schmidt, art director, 
Merck-Sharp & Dohme. 

24. Children’s language course record 
boxes by L. Gordon & Son, Baltimore, 
for Ottenheimer Publishers. Designed by 
L. Gordon & Son. 

Class B—Best Surface Design and Exe- 
cution 

Electric paint sprayer box by W. C. 
Ritchie & Co., subsidiary of Stone Con- 
tainer Corp., Chicago, for Burgess-Vibro- 
= Designed by Dave Chapman De- 
sign. 

Class C—Superiority of Construction 

Maximum-Minimum _ recording _‘ther- 
mometer box by F. N. Burt Co., Buffalo, 
for Taylor Instrument Companies. 

Class D—Best Display Box 

Lenox china display boxes by Dennison 
Mfg. Co., Marlboro, Mass., for Lenox, Inc. 
Class E—Transparent Boxes 

“Yale” door knocker boxes by Fair 
Martin Boxes Inc., Concord, N. C., for 
Yale & Towne Mfg. Co., Yale Lock & 
Hardware division. Designed by Yale & 
Towne. 


Despite Slump, 
Bud Mast Sees 
Growth at C-M 


(Continued from Page 2) 
tion that has resilience, drive and 
adaptability. 

“As for my father being chair- 
man... well, I know what people 
will think until I’ve proven my- 
self. But I had Harvey’s confi- 
dence; I have father’s. And I have 
the support and good will of the 
people I’m working with. Nobody 
could ask for more than that. 


| “As for the recession . . 
| let’s face it. Maybe we'll have to 
/pull in our belts a little. It won’t 


the last. Fresh ideas, new tech- 


don’t think in our shop that the 
country is going to the dogs. As a 
matter of fact, we’re thinking in 
terms of expansion. We’re inves- 
tigating, analyzing and evaluating 
possibilities in a number of fields, 
but it would be premature to say 
at this time what they are.” 

Now 39, Bud Mast was born and 
grew up in the suburbs of Chi- 
cago. At Kenyon College he made 
a name for himself as a leader in 
student activities, as a halfback 
and as captain of the track team. 


. well, 


be the first time and it won’t be) : 
|Mast organization. He went to|an advertising salesman in Chi- 
niques and hard work have pulled} 
us out before and will again. We) 


79 


After leaving college in 1941, he; Air Technical Service Command. 


wanted to prove to himself and 


others that he could hold down a/|s# After 


leaving the service in 


job before going into the Conover-|1946, he joined Conover-Mast as 


Washington and got a civil service | cago on Mill & Factory. After five 
job in the Office of Production | years of selling, he was made cen- 
Management. There he came un-/|tral western district manager of 
der the eye of Roy Jackson, chief|Construction Equipment. In 1953 
administrator. When Mr. Jackson|he was named assistant publisher 
left government service to become|of that publication, and in the 


\president of the Harrisburg Ma-|same year he was elected a direc- 


chinery Corp., which made engines|tor of the company. In 1956 he 
for Liberty ships, he invited Bud|was appointed publisher of Con- 
Mast to join him as his assistant.|struction Equipment and made a 


At Harrisburg, young Mast did 
personnel work, supervised costs 
and reviewed contracts. But in 
1942 he decided it was time to get 
into the war, so he enlisted in the 
Air Force and was assigned to the 


BUILDING MARKET IS UP 14% 


Are Your Sales Keeping Pace? 


Five Exclusive Values for Buildi 


1. Verifiable cover: 
architect-planne 
residential and residential. 


circulation. 


Lowest cost per 
architects and engineers. 


as revealed in 


AGENCIES. 
$. Acuotieing leadership—by a mar- 
in of 71% more advertising 


than the second m 


field (4 months, 1958). 


Prod- 


uct Advertisers in Architectural Record 


of 88% of all 
building, non- 
Largest architect—and engineer— 


per 1,000 & 


Architect and engineer preference 

fn out of 121 
studies SPONSORED BY BUILDING 
PRODUCT MANUFACTURERS AND 


ine in the 


Rio de Janeiro, Brazil 
Architect: A. E. Reidy 


Photographer: Marcel Gautherot 


Pedrogullio Low Rent Housing 


| 
| 


'combine 


vp of the company. Two years ago 
Harvey Conover virtually named 
his successor by appointing Bud 
Mast special assistant to the pres- 
ident, in addition to his other jobs. 

Mr. Mast has definite ideas on 


‘the value and function of business 


papers. He believes they are just 
beginning to realize their poten- 
tialities. But he thinks business 
papers are losing business by de- 
fault to national consumer maga- 
zines because the business press 


'“is a house divided against itself.” 


He is convinced that sooner or 
later business paper publishers 
will have to bury the hatchet and 
stop bickering over the merits of 
paid vs. controlled circulation and 
their efforts to make 
business leaders conscious of the 
power of the business press. 


s “This calls for a concerted, long- 


‘term advertising and promotion 
|campaign backed by concrete facts 
|that will convince business that 


the specialized business press can 
do a job that no other medium can. 


|It will have to be done by all 


business paper publishers in con- 
cert, not in scattered shots by sep- 


| arate groups,” he says. 


Mr. Mast lives at Larchmont, 


|N.Y., with his wife and 14-year-old 
daughter Sally. The one thing that 


} 


|several 


bothers him more than anything 
else is that there just isn’t enough 
time to do all he wants to do. 

He’s a hi-fi fan and has built 
stereophonic sound sys- 


|tems for himself and others. He is 


also a deep water sailor. Mr. Mast 
and Harvey Conover Jr., an An- 
napolis graduate, who is secretary 
of the publishing company and 
sales manager of Volume Feeding 
Management, are joint owners of 
an “International” class sailing 
craft which they plan to race this 
summer on Long Island Sound. In 
addition, Mr. Mast has a power 
boat and spends as much time as he 
“dares” on salt water. + 


Want to sell BAGPIPES in 
GLASGOW, (PA.)? 


Great Scot! You'll sell bagpipes, or 
anything else in Glasgow, Pa. if your 
advertising budget for the four-county 
Johnstown market begins with the 
Tribune-Democrat. 


And your Scotch blood will appreci- 
ate the Tribune-Democrat’s many plus 
services, such as window displays, no- 
tices to dealers, tie-in solicitation and 
distribution surveys. 


Write for Johnstown’s 


PERSONALITY PACKAGE, filled 
with facts and maps that give charac- 
ter to the Johnstown market. 


Che Tribune - Democrat 


JOHNSTOWN PA 
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Available in | Parade | every week. 


True 50-50 split run. 


Half the copies carry one 
advertisement... half another. 


8 million homes. Coast to coast. 


No extra charge. 


. “ rower : — "amos Tre: 
New kind of “Get Well card pe mn Lifetime Insurance that helps pay the heavy cost 
from New York Life... of hospitalization or surgery! 
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Sales Offices: NEW YORK 285 Madison Ave:~b: R: Peloquin; Manager > MU 6-8171—.CHICAGO +135 South La Salle St. - Warren 
Reynolds, Manager +» FI 6-5440 DETROIT: 28 W. Adams - Jay Hammen, Manager - WO 3-8186 LOS ANGELES» 
711 S. Vermont Ave. + Bill Menne - DU 1-1111 SAN FRANCISCO - 114 Sansome St. - Bob Zunich - GA 1-3846 
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Crisp on Agency Changes 


The C.M. Makes Some Observations 


Selectivity Leads, Woolf Says 


How About Tension, Weiss Asks 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Changing Agencies Hurts Your Ad Effectiveness, But If 
You Must Change, Here Are Ways to Go About It 


The rapid-fire switches of major accounts—always an interesting phenomenon but especially noteworthy 
in recent weeks—raises questions: When should you change agencies? What are the dangers of a change? 
What are alternative solutions (which may be preferable)? With fortunate timing, some answers are offered 
in a new volume, “How to Increase Advertising Effectiveness,” ($15) by Richard D. Crisp, published as the lat- 
est in the series of McGraw-Hill Book Co. consultant reports on current business problems. The answers, along 
with practical guides to evaluating your present agency or selecting a new one, are included in this conden- 
sation of a chapter in the book, copyright by McGraw-Hill Book Co. 


By Richard D. Crisp 
President, Richard D. Crisp & Associates, 
Chicago 


Far too many advertisers change adver- 
tising agencies far too often. 

One of the prices they pay for that pat- 
tern of operation is a substantial reduc- 
tion in the effectiveness of their advertis- 
ing. 


ws When such an advertiser changes agen- 
cies, he typically loses far more in the way 
of familiarity with and knowledge of the 
advertiser’s advertising and marketing 
problems than he gains in plus skill and/or 
experience from the new agency. 

The first year or two of a new agency- 
client relationship is likely to be charac- 
terized by far more headaches and far less 
productive effort than the same period of 
time would develop in an established and 
mature agency-client partnership. 


= The first year in particular is likely to 
be a year of toil and trouble for the adver- 
tiser. The advertiser who hires a new 
agency assumes an important educational 
burden in addition to his existing prob- 
lems. The new agency must be thoroughly 
indoctrinated in the background of the cli- 
ent’s company, industry, products, policies 
and competitive situation before effective 
advertising can be developed. When you 
remember that an agency change is often 
made at a time when the sales curve is 
sagging and the level of pressure within 
the advertiser’s organization is likely to be 
high, the significance of that added bur- 
den becomes more apparent. 


Stress, Strain and High Costs 

From the viewpoint of the management 
of a newly appointed agency, ine first year 
in what is expected to be a permanent 
agency-client relationship is almost al- 
ways a difficult year, full of stress and 
strain. It is a hardwork year, a “study” 
year. It is a year of high costs, and of low 
or no profits. 

Typically, an agency appointment is 
made effective at some date several 
months in the future. The agency must 
pour man-hours into the task of getting 
acquainted with the problems of the new 
account. 


s Since it is unlikely that staff members 
have much idle time available (good 
management keeps it to a bare minimum), 
the normal pattern is to borrow time for 
new accounts from present clients. 

Now let’s pull back and consider briefly 


some of the implications of the above com- 
ments. The first year or two in an adver- 
tiser-agency relationship is likely to be a 
“low value received” year for the adver- 
tiser and a high-cost, low-profit year for 
the agency. Suppose that you are one of 
those advertisers that change agencies 
every year or two. What do the above 
comments mean to you? Simply this: That 
you are getting a succession of unproduc- 
tive “introductory” service from a number 
of agencies, and are never getting the 
growing productivity and effectiveness 
which develops in a continuing agency- 
client relationship. 


Out of the Frying Pan? 

Remember this important contrast: 
When you take an account away from one 
agency and give it to another, you are 
shifting the advertising from an agency 
that is staffed up to handle it, one that 
knows the company and industry prob- 
lems, to one that has no staff to handle it 
(in most instances) and is a stranger to 
the company’s situation in a typical case. 

If you are unhappy with the service you 
are receiving from an agency now serving 
you, it is far sounder practice to explore 
the reasons for that dissatisfaction thor- 
oughly and patiently with the top-man- 
agement team of your present agency and 
to try to improve their service than to 
switch agencies. 


= This does not mean that you should 
never change agencies. It does mean that 


a change in advertising-agency assign- ~ 


ments is no panacea. The causes of an un- 
satisfactory agency-client relationship 
may lie on the agency’s side of the fence, 
on the client’s, or be shared between them. 
If the fault is basically the advertiser’s— 
as it is more often than likely to be ad- 
mitted by most advertisers who “fire” 
their agencies regularly—the change in 
agencies does nothing to solve the prob- 
lem. 

Under what circumstances should an 
agency change be seriously considered? 
One particular occasion for a change 
might be described as the “outgrown 
agency” pattern. Where an advertiser 
with a small appropriation hired the larg- 
est agency it could interest, and continued 
to work with that agency while the size of 
the appropriation multiplied many times 
over, such a pattern may develop. This 
condition opens up the possibility of using 
one of the most heavily staffed agencies. 
They should be examined in order that 
the advertiser is served by the best talent 
to which his expenditures entitle him. 


Nine Guides for Selecting an Agency 

Now let’s consider the specific steps in a 
planned program for choosing a new ad- 
vertising agency or for re-examining the 
soundness of the service you are now re- 
ceiving from an existing agency. The steps 
and factors listed are closely interrelated. 
The fact that one is listed before another 
does not mean that it is necessarily more 
important. 


1. Determine the geographical area 
within which you will seek an agency. 
You know where your offices are located. 
You know the size of the city and metro- 
politan area in which you work. You know 
how far away and how big other near-by 
cities are. With those factors to guide you, 
you can begin to draw a rough line on a 
map within which you are likely to find 
the agency that offers you the best “fit.” 

As a generalization, the outside line on 
your map should include cities from which 


it is possible for agency representatives to 
come to see you, spend a working day with 
you, and return home without the need to 
be away from home overnight. The need 
to be away from home overnight each 
time agency representatives come to see 
you imposes both physical and psychic 
barriers in the path of maximum service 
to you. 

As another generalization, the closer 
your offices are to your agency’s offices, 
the better service you are likely to receive 
and the more convenient your work with 
the agency will be.... 

A good point to remember about this 
city-size pattern is this one: There are 
many excellent advertising agencies lo- 
cated in medium-size to small cities. 


2. Develop a list of agencies within the 
geographic area you have delineated ... 
In reviewing the account list of the 
agency, there are two factors which you 
will want to consider. First is the question 


What They're Doing Today 


WHAT'S BECOME OF ... 


IRVING B. HARRIS—who headed re- 


search and advertising for the Toni Co. 
and with his brother, Neison, built it 
from an original investment of $5,000 into 
a sales giant before selling it for $20,000,- 
000 to Gillette Safety Razor Co.? 

Although 220-pound, ex-football play- 
er Neison Harris has remained as presi- 
dent of Toni and a 
director of Gillette, 
Phi Beta Kappa 
Irving Harris has 
departed for ac- 
ademic and _ social 
service fields. The 
brothers, who today 
are 43 and 48 re- 
spectively, were 
born in St. Paul and 
educated at Yale, 
both with degrees in economics. Gradu- 
ating at 21, Irving went to work as vp in 
charge of his father’s Phoenix Finance 
Corp., Minneapolis, which had a $1,500 
deficit. Seven years later Irving sold the 
company for $172,000. 

After years more in financing and war- 


Irving Harris 


time government service, he joined Nei- 
son at Toni in 1946. Neison had bought the 
nearly defunct Noma Co., St. Paul (hair 
waving equipment for beauty shops), for 
$5,000 in 1937 and in the mid-’40s intro- 
duced Toni home waving kits. Irving 
went in as vp of plant, research and ad- 
vertising, while Neison as _ president 
traveled the country to beard the buyers 
in their lairs. By 1947 volume rose to 
$20,000,000 (advertising expenditure 
nearly $4,000,000) and the _ brothers 
claimed 85% of the nation’s drug store 
business in home waving sets. 

After the sale to Gillette, Irving stayed 
on as exec vp. He resigned in 1953 (but 
remains a Gillette director), when he be- 
came board chairman of Science Research 
Associates, educational publishing house. 
This year he was elected president of 
Michael Reese Hospital Medical Center, 
Chicago. He is also vp and a director of 
Standard Shares Inc., a $30,000,000 
investment trust, and is active philan- 
thropically through the Harris Founda- 
tion, in the fields of education and psychi- 
atric research, + 
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of whether a particular agency is primari- 
ly a consumer-goods agency or primarily 
an industrial-goods agency. (Very few 
agencies handle both types of accounts 
extensively. The tendency for an agency 
to be much heavier on one type of account 
than the other is a strong one.) Second is 
the question of whether the accounts list- 
ed, in those industries with which you 
happen to be familiar, tend to be the lead- 
ing firms in their respective industries 
or unimportant “also rans.” 

When you select an agency, you will be 
necessarily “keeping company” with the 
agency’s other accounts. It is desirable to 
be sure in advance that you will not be 
ashamed of having your advertising han- 
dled by the same firm that handles any or 
all of the listed accounts of a particular 
agency. 


® The industrial-consumer question 
should be spelled out in a little more de- 
tail. There is a very great difference be- 
tween the advertising approaches and 
techniques used in consumer-product ad- 
vertising (of products like soap, cake 
mixes and toothpaste, for example) and 
the advertising of such industrial products 
as machine tools, gears, bearings, etc. If 
your company is primarily active in in- 
dustrial marketing, you should eliminate 
from your list of possible agency candi- 
dates all which are entirely on the con- 
sumer-goods side in their account-list 
composition. Similarly, if your products 
are consumer products, you should elimi- 
nate from further consideration all agen- 
cies which indicate by the nature of the 
accounts they serve that they are almost 
exclusively concerned with advertising 
industrial products... 

Your objective should be to prune the 
list of possible agencies which warrant 
your consideration to a manageable num- 
ber. In this step, you move in that direc- 
tion by eliminating (probably) a very 
high proportion of total candidates on any 
of a number of criteria. They may be too 
small or “thin” in manpower, as evidenced 
by the number and titles of executives 
listed, to merit detailed consideration. Or 
they may be primarily consumer-product 
agencies while your products are indus- 
trial, or vice versa. Or the quality of their 
account list leaves you unimpressed. 

It may be specialized as to type, in ways 
which make it unlikely to be a “fit” with 
your account; or it may include one or 
more accounts with which your own firm 
would not want to be associated, even in a 
shared-agency way. 


s Advertising agencies are normally un- 
able to handle competitive accounts. 
Therefore, if one or more of the agencies 
on your list handles the advertising for a 
firm or product which you consider to be 
directly competitive to your own firm or 
products, that agency should be eliminat- 
ed from consideration. 

There is an exception here, which is of 
interest primarily to very large advertis- 
ers. If your account is much larger than 
that of a competitor whose agency has 
been doing an outstanding job (in your 
judgment) for that competitor, you might 
explore the possibility of the agency’s re- 
signing that account to serve you. Agen- 
cies frequently do this. Thus one of the 
nation’s largest agencies resigned from a 
long association with a medium-sized 
soap manufacturer, in order to accept a 
new-product assignment from one of the 
two largest firms in the industry. Another 
large agency resigned a regional beer ac- 
count in order to accept a much larger 
national beer account. 


3. Develop figures on the size, measured 
in terms of total billings, of the agencies 
remaining on your list. Group those agen- 
cies, on a size scale... 

You may well wonder why you should 
be so interested in the size, expressed in 
billing terms, of the agencies you consid- 
er. A partial answer has been suggested 
by earlier comments on the source of an 
agency’s income. The larger the agency’s 
total billing, the greater its gross income 


and, as a consequence, the greater is its 
position when it seeks to attract and hold 
qualified, experienced people. There is a 
further factor which is extremely impor- 
tant. The relationship between the size of 
your account, on one hand, and the size 
of the agency’s smallest, largest and aver- 
age account on the other, is an extremely 
important indication of what you may re- 
alistically expect in terms of service... 

On a size scale, your account is likely to 
have the best fit in an agency in which its 
size is close to (perhaps a little above) the 
average of the agency’s other accounts. In 
such a situation, your account is likely to 
be about as important to the agency as the 
other accounts with which you are com- 
peting for time and attention, and you are 
likely to receive “a fair shake” when serv- 
ice is allocated by accounts. You should be 
particularly concerned with the possibili- 
ty of securing less-than-average service if 
you appoint an agency which is dominated 
by one or two other larger advertisers. 


4. Select from your list of agencies a 
manageable number for contact (typically 
by mail) to determine their interest in 
your account. Just what is a “manageable 
number” of candidates? The answer to 
that question depends on a number of fac- 
tors. One important one is the size of your 
account. The larger your contemplated 
expenditure, the larger your list of candi- 
date agencies is likely to be. You are in- 
terested in reducing the risk that you 
might overlook one which would prove to 
be “just right” or “the best” for you. To 
reduce that risk, you carry a larger num- 
ber of possibilities further into the screen- 
ing process than you would if your ac- 
count were smaller... 


5. Write the president of each agency 
under consideration to explore the agen- 
cy’s interest in your account. Tell him, in 
that letter, as much as possible about your 
company and your advertising require- 
ments. If you are changing agencies, tell 
him why. If you are selecting a new agen- 
cy for the first time, tell him what changes 
in your product line, scale of operations, 
competitive situation, etc., have led your 
management to the decision that an ad- 
vertising agency is needed. Include with 
your letter whatever material, in the way 
of catalogs, etc., you have to describe your 
products. Mention how your products are 
distributed (i.e., distribution channels). 
Ask the agency president whether his 
firm is interested in exploring with you 
the possibility of an agency appointment. 
Specify a definite date by which a reply 
must be received, if his agency is to be 
considered. 

If you made an advertising expenditure 
last year, tell him how much commission- 
able advertising was included. If you are 
about to advertise for the first time, indi- 
cate—at least in terms of a rough range— 
what your preliminary thinking is in 
terms of the amount of money you expect 
to spend for advertising. 

In terms of this initial mail contact, 
there are two schools of thought as to 
what you should request. One group feels 
that it is desirable to include a specific 
questionnaire for the agency to fill out 
and return. The other believes that the 
agency can best tell its story if it is not 
“fenced in” by a questionnaire. There is 
merit on the side of both viewpoints, but 
despite substantial resistance on the part 
of agency executives, the use of a ques- 
tionnaire is increasing in popularity and 
importance... 

The advantage of the questionnaire ap- 
proach is that it makes available on a 
comparable basis, data on all agencies un- 
der consideration. The longer the list of 
agency candidates, the more important it 
becomes to have some kind of a direct ba- 
sis for comparing them. A questionnaire 
protects the potential client against hear- 
ing only “the good side” of the agency’s 
story, and against the possibility that such 
negative factors as the number of accounts 
lost, etc., may be overlooked. . . 


6. Screen the agencies on your list, on 


the basis of their replies. Eliminate all 
candidates that clearly are not in a posi- 
tion to serve you. Reduce the number of 
candidates to as small a number as possi- 
ble. 


7. Visit the agencies still on your list. 
Meet their key people, and visit them 
“where they live.” 

Preferably with a group of executives 
of your firm acting as a committee, you 
should next schedule visits with those 
agencies in which you are still interested. 
The objective of the visit should be to pro- 
vide you with an appraisal opportunity. 
You want to know in a personal way the 
agencies which are still under considera- 
tion for your account. You want to meet 
their key people, and to have an oppor- 
tunity to talk to them about what they 
believe they could contribute to your ad- 
vertising. 

In this step, it is extremely important 
to be completely objective and fair. Give 
every agency an equal amount of time. 
Meet each agency’s personnel in their 
own offices. Insist on all department 
heads participating in the session and on 
your right to talk to the agency’s key peo- 
ple both individually and in a larger meet- 
ae 

How many people from your firm 
should participate in the preliminary 
screening visits to the agencies? The best 
answer is not more than three. The meet- 
ings should be informal and exploratory. 
You are trying to sense what kind of an 
operation each agency has, and how the 
functional parts of it work together. If 
your company is represented by more 
than one individual, you should have 
worked out carefully in advance the 
“ground rules” under which you are oper- 
ating. That is, you should have agreed on 
who is to be the chairman or spokesman 
for the group, and you should have deter- 
mined the areas you are primarily inter- 
ested in exploring and so on... 

Try to keep the emphasis on a discus- 
sion of how the agency approaches an ad- 
vertising problem. Find out what they 
consider to be a “working team” on an ac- 
count like yours, and how much of the 
time of such a team you could realistically 
expect to receive. Explore the ways in 
which the members of that team (which, 
remember, may be only a single individu- 
al) can tap the agency’s resources in 
terms of specialized skills (like merchan- 
dising, research, etc.) when needed. 


= In discussing current campaigns pre- 
pared by the agency, focus the emphasis 
on a discussion of what the client’s adver- 
tising problem was. Find out in specific 
detail just what the agency did to help de- 
fine that problem in specifics. Get as 
much information as you can about the 
agency’s analytical approach to the prob- 
lem. Explore their opinion as to the factors 
in the situation which led them to recom- 
mend a particular advertising approach 
or strategy. In other words, keep your eye 
on the end result which you would be hir- 
ing an agency to secure—effective adver- 
tising. Don’t allow your attention to be 
diverted to less important organizational 
questions. . . 

As soon as any agency is eliminated 
from further consideration, at this step or 
elsewhere in the agency-selection process, 
it is desirable to extend the president of 
that agency the courtesy of a personal let- 
ter and/or a phone call to advise that they 
have been eliminated. 

It occasionally happens that one of the 
agencies visited in the course of this step 
is a “stand-out choice.” You could termi- 
nate the selection process at that point and 
hire them, if you wanted to. Don’t! The 
benefits in terms of long-term harmoni- 
ous agency-client relationships which are 
implicit in the following step are so great 
that they should not be overlooked or by- 
passed. 


8. Schedule a final meeting with the re- 
maining agencies, at which an expanded 
group of your own executives have an op- 
portunity to review with you the “final- 
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ists” and to counsel with you or the selec- 
tion group on the final agency selection. 
Where an agency choice is a one-man or 
three-man decision, those who did not 
participate in it are provided with a 
ready-made “whipping boy” in any sub- 
sequent dissatisfaction with the new 
agency’s service or performance. It is 
highly desirable to have the surviving 
candidates compete in a final series of 
meetings, with an expanded group of ex- 
ecutives in your firm sharing responsibil- 
ity for the final selection. 

Even when one agency appeared clearly 
superior to others in the preceding step, 
you should still schedule this final meet- 
ing. The best approach to take, in such 
a situation, is to allow the two or three 
most promising agencies to compete. A 
group of your fellow executives can then 
participate in the selection process. 


# Where should the final meetings take 
place? Your own offices are best, if you 
have facilities for the group and can ar- 
range to stop phone calls, etc., so the proc- 
ess is uninterrupted. You might well de- 


cide to have the meetings in a hotel in the . 


city in which your offices are located. 

The importance of being fair and im- 
partial in this final series of meetings can- 
not be overstated. 

Give each agency an equal amount of 
time in which to make its presentation. 
Give each agency the same number of 
days’ advance notice of the time of its ap- 
pearance. Where possible, eliminate Mon- 
days and Fridays from the days on which 
meetings are scheduled, because of the 
possibility of unusual time pressure on 
those days. The maximum duration of the 
meeting should be clearly established in 
advance. As a matter of policy, you should 
terminate each meeting exactly on sched- 
ule. This is an important aid to you in the 
selection process. 


= The point to remember is this: An 
agency that is unwilling and/or unable to 
develop and rehearse a carefully timed 
presentation is likely to be one which ei- 
ther is not sufficiently interested in your 
account to take the required preparatory 
time, or too busy on their other accounts 
to be able to spare it. In either case, the 
failure to complete a presentation on 
schedule is a meaningful and helpful con- 
tribution to your task of appraising the 
agency’s potential. (Be sure that ques- 
tions from your people do not throw an 
agency’s schedule “off track.” This can be 
accomplished by including a schedule 
provision of X minutes for questions and 
answers.) ... 

The theme and organization of each 
agency’s approach to the final meeting 
should be left largely up to them. Their 
objective will be to tell you why your or- 
ganization should appoint them as your 
agency. They know more about that sub- 
ject than you do. You should allow them 
to tell their story in their own way... 

How much time should each agency be 
allowed to tell its story? The answer to 
that question depends in part on how com- 
plex your account is. A sound approach is 
to ask the agencies, in the course of your 
informal discussion visit, how much time 
they think is necessary for them to tell 
their story. You can then settle on an 
amount of time that is at or near the aver- 
age of the agencies’ own estimates. 


9. Select from the group of finalists the 
agency that seems to represent the best 
“fit” with your requirements. You will of 
course consult other executives of your 
firm who sat in on the agency presenta- 
tions, in arriving at your decision. Be 
careful not to attach too much weight to 
the opinions of executives who missed one 
or more of the agency meetings. Some- 
times a variation in the audience is ines- 
capable. You should be on guard against 
the possibility that some dominant per- 
sonality in your organization who did not 
see all of the agencies’ presentations may 
be exerting undue influence in the final 
choice. 

There is one further important note of 
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so powerful as an idea | 


Better Homes & Gardens’ editors are an ingenious group. They 

have a marvelous talent for discovering just what new ideas will 

interest their home-and-family-centered readers most. And a 

talent for presenting those ideas in the most stimulating and 
helpful way. 

The idea of cooking outdoors has caught on all over the 

country in big homes and little ones, with BH&G fanning 

the flames in page after page of editorial excitement. And 

along with the idea, a whole new market for everything 

from outdoor grills to barbecue sauces has been born. 

The folks who read Better Homes & Gardens— 

men and women and their teen-age youngsters, too—get 

worked up about the ideas they see in BH&G. The more 

they see and read, the more they do and the more they buy. 

For advertisers, the atmosphere in BH&G is unique among 

all major media. Meredith of Des Moines... America’s biggest 

publisher of ideas for today’s living and tomorrow’s plans 


ot America reads BHaG the family idea magazine 


4,500,000 COPIES MONTHLY 
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caution. In your final selection decision, 
you should attach considerable weight to 
the impressions of the agencies when you 
met them in their own offices and talked 
to their key people. The reason is this: 
Sometimes the agencies which do the best 
job of selling their clients’ products do the 
poorest job of selling their own product— 
an agency service. In contrast, some 
agencies have developed a very “smooth” 
and persuasive approach to the new- 
business situation, which promises a level 
of competence after appointment which 
they do not have the organizational 
strength in depth to deliver. You must be 
on guard against being “sold a bill of 
goods” in the presentation meeting. 

Keep your attention on the substance of 
what the agencies have to say, with mini- 
mum weight attached to the “flash” and 
“stage dressings” with which they sur- 
round their basic story. One helpful clue 
here is their past record of holding ac- 
counts. Be on guard against the agency 
with an excessive history of account turn- 
over, for such an agency can often “sell 
them” but not—satisfactorily—‘service 
them” after the account is secured. 


Suppose You Have an Agency 

Suppose, now, that you already have an 
advertising agency serving you. Just what 
do the above steps in the selection process 
mean to you, in practical terms? The sig- 
nificance of those steps depends on a 
number of factors. One is the size of your 
advertising appropriation, and, hence, the 
relative importance of advertising to your 
total marketing effort. 

A second is the length of time you have 
had your present advertising agency. A 
third is the general level of satisfaction 
within your organization with the service 
provided by your agency. (You should be 
particularly alert to the possibility that 
the single individual in closest contact 
with the agency is satisfied with the agen- 
cy’s services, while there are rumblings 
of discontent elsewhere in the organiza- 
tion.) 

A fourth is the care and thought that 
went into the original selection process. A 
fifth is your estimate of how well your 
present agency is keeping abreast of the 
major trends in the dynamic advertising 
business. A sixth is the change in size, if 
any, of your total expenditure for adver- 
tising between this year and the year your 
present agency was appointed. 

It is a sound step to re-examine periodi- 
cally the key question of how much serv- 
ice you are receiving for your advertising 
appropriation, as against how much you 
could be receiving (or how much one or 
more of your competitors are receiving). 
Many thoughtful students of advertising 
believe that such a re-examination should 
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be made at least once every three years, 
if not more frequently. The outcome will 
be, in most cases, a decision that your 
present agency is the right one for you. 
That decision will often be accompanied 
by a recognition that there are some areas 
in which the service you have been re- 
ceiving is below par, with appropriate re- 
medial action. A typical result of such a 
periodic re-examination of your agency 
situation is an improved level of service 
and a continuing high level of interest on 
the part of your agency in seeing that you 
are satisfied with their service. 


When to Re-Examine 
Your Present Agency 

There are two sets of circumstances 
which suggest that such a detailed re-ex- 
amination of your existing agency rela- 
tionships is overdue. 

One is the situation of the advertiser 
who has had the same agency over a long 
period of years—say 15 or more. If that is 
your situation, you want to be sure that 
what you are getting for your agency com- 
missions today compares favorably with 
what other advertisers (particularly your 
competitors) are getting for their expen- 
ditures. It is easy to take a client, like a 
wife, for granted. You want to be sure 
that doesn’t happen to your account. 

If it has happened, a new agency may 
well contribute to a tremendous increase 
in your advertising effectiveness. You can 
reasonably expect a new agency to bring 
you a fresh point of view, younger and 
more vigorous personnel perhaps, and a 
selfish but from your viewpoint beneficial 
interest in the relationship of your adver- 
tising to your sales volume. 

The comments earlier in this [article] 
should be reviewed, if you read into the 
above comments a feeling that you should 
change agencies every few years. No such 
meaning is intended nor implied. Those 
comments are intended to alert you to the 
fact that you should be and must be con- 
stantly on guard against being short- 
changed in the area of agency service. 


= The second set of circumstances which 
calls for close attention to agency service 
arises when your agency has recently 
taken on a substantial load of new busi- 
ness. You must be on guard against the 
diversion to that new business of the man- 
power which your continuing commis- 
sions should entitle you to. 

Nothing in this article should lead you 
to feel that the task of evaluating the ef- 
fectiveness of your advertising is a simple 
or easy one. On the contrary ... evaluat- 
ing the effectiveness of your advertising 
is a continuing and difficult task which 
everyone with advertising responsibility 
must attend to constantly. + 


Are Pressures a Health Threat to Executives? 


By E. B. Weiss 

This column does not have a blessed 
thing to do with merchandising, except 
insofar as it may concern itself with the 
health of merchandising executives. More- 
over, it brings me into the domain of the 
professional—the med- 
ical doctor. (In this 
connection, I have no- 
ticed that while pro- 
fessional men have not 
the slightest doubts 
about their competency 
in the realm of busi- 
ness, neither do they 
have the slightest 
doubts about the total 

E. 8. Wels incompetency of busi- 
nessmen in the realm of health!) 

In any event, I read more and more 
about the health of pressured executives. 


Presumably these pressures make the 
health problem of executives quite 
unique in our society and quite unique 
from the beginning of time. 

Actually, it appears to me that our cave 
men ancestors were under considerable 
pressures from birth to death. I should 
imagine also that our colonial forebears 
had to bear up under many pressures— 
including the little problem of keeping 
their hair on their scalps rather than hav- 
ing it wind up as decoration on an Indian 
tepee. And, as I read about the settling 
of the Far West, I gather that the pioneers 
who trekked out there from the effete 
East also contended with one or two 
nerve-testing pressures. 


® I operated a farm for some 15 years 
in Connecticut. I noted that my farm 
neighbors were no more free from pres- 
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A Few Observations at Random 


We knew Marlboros were good, but we never suspected that, among all their 
other attributes, they were also waterproof—including their ash. Or maybe 
this shower is one of those celestial phonomena where the rain falls on 
only one side of the street. The back of this character’s raincoat is absolutely 
drenched, but the front is completely dry. There’s no other way we can ex- 
plain the cigaret’s still being lit, despite the downpour. 


And here is the hand of Old Grand Dad holding up a jigger of Calvert. We 
never thought the old man would ever go for a blend, but apparently he has, 
unless the left hand doesn’t know what the right hand is doing. Just what the 
hand signifies we haven’t been quite able to fathom. Looks like a gauntlet, 
and it may be Calvert is hereby throwing down the gauntlet to other whiskies. 
Could be. We find it increasingly difficult to interpret whisky advertising. 


Men, here’s not only Revion’s medicated hair dressing—which is supposedly 
new—but that masculine man again, which isn’t. The Marlboro man. The 
Philip Morris man. The Ancient Age man. The Sonotone man. The Pan- 
American Coffee Bureau man. We wonder what ever happened to that hand- 
some, eternally young Greek god, the Arrow Collar man? Made us feel if we 
harnessed ourself into an Arrow Collar we could somehow change the physiog- 
nomy we were unfortunately born with. But ads today hold out no such hope. 
Matter of fact, from what we’ve seen, we’d rather not take a chance on any 
of these products. Rather remain as normal and middle-aged as we are. # 
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sures than were my business associates— 
and no better able to maintain their 
health under pressures. On the contrary, 
I noted more health problems attributable 
to pressures in presumably idyllic farm 
country than in business offices, and I 
understand that one of the large insurance 
companies finds “nerves,” if I may use 
a layman’s all-embracive term, less of 
a problem among business executives than 
among presumably stoical farmers. 

It has also been said, and I believe cor- 
rectly, that a meeting of top business exec- 
utives will show healthier specimens than 
a meeting of above-average farmers. 
Moreover, the Health Information Foun- 
dation reports that, contrary to popular 
belief, city residents live just as long as 
farm folk. 

The pressures of any age and of any 
environment are, and always have been, 
severe to those living in that age. I am 
sure that when gunpowder appeared on 
the European scene it created just as much 
consternation, just as much tension and 
anxiety in that era as did Sputnik re- 
cently. I am sure that those who controlled 
the gigantic cartels of Europe in the 19th 
century and those who controlled the 
great guilds of medieval times were un- 
der just as much pressure as our modern 
business executives—and worked longer 
hours. When you read “The Merchant of 
Venice” you get the thorough conviction 
that the life of the Venetian merchant 
princes was anything but free from pres- 
sures! 

As a matter of blunt fact, I believe that 


most executives today work fewer hours 
and are under fewer business pressures 
than was true of their prototypes at the 
turn of the century. I think this has been 
particularly true since 1940 when execu- 
tive pressures were lessened by some 17 
years of unparalleled prosperity. (Note 
that I am talking about business pres- 
sures—the social pressures assumed by 
business executives are another matter 
entirely.) 


= But there is another point involved in 
this discussion of executives’ pressures, 
and this is the constant insistence of the 
medical fraternity that business execu- 
tives should slow down; take it easy. May- 
be this is good advice for some executives. 
But, by and large, I think that the very 
characteristics that go to make up a com- 
petent executive make it positively unwise 
for him to try to keep a lid constantly on 
his activities. Most of his pressures are 
self-generated and were rather precisely 
fixed at the moment of conception. Con- 
sequently, it is probably more of a mental 
and physical strain for those predeter- 
mined for executive leadership to “take 
it easy” for long periods than it is to fol- 
low inherent characteristics and drives. 
Let us also bear in mind that some self- 
invited business pressures represent a 
form of escapism from the social prob- 
lems of life. As such, they may have a 
definite therapeutic value. I suspect that 
the stresses of family life for many men 
would be much less endurable if it were 
not for the sanctuary they find in immer- 
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SUMMERTIME’S 
: A RESPONSIVE 

TIME ON 
WCAU RADIO 
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Year ’round 2,279,000 families spend $14,353,165,000 
annually but a tremendous influx of vacationers adds to the 
area’s richness; makes WCAU-land an advertiser’s Paradise. 


pa Re OR en 


Resorts bulging with vacationers . .. bumper to bumper 
auto traffic . . . that’s Summer in WCAU RADIO’S 
vast coverage area and there’s no vacation for sales. 


The heart of the most prosperous vacation land in the East 

... it’s a 47-county, 5-state area where 93% of the 
| vacationers away from home are never out of reach of 
WCAU RADIO’s 50,000 watt clear channel coverage 
... and where 1,899,846 passenger cars with radio 
sets crowd the vast highway systems. 
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| there’s no summer vacation from sales when you buy WE A 1 x A | / p philadelphia o 


represented nationally by CBS Radio Spot Sales 
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sion in business. Whether this form of 
escapism is any less valuable in maintain- 
ing mental and therefore physical stabili- 
ty than other forms of escapism is a point 
worth contemplating. 


s There is also a wear and tear—emo- 
tional and physical—involved in any at- 
tempt to make radical changes in life-long 
habits, particularly when these habits 
stem from innate characteristics. I think 
there is reason to believe that at least as 
many business executives have seriously 
drained their emotional and physical as- 
sets by attempting radically to alter their 
habits in later life as have suffered from 
continuing these habitual patterns of ex- 
istence. 

As for ulcers: I note that ulcers are 
found in infants under one year of age— 
which hardly supports the stress theory as 
the exclusive cause. I noted at least as 
many ulcers among my Connecticut farm 
neighbors as among my advertising as- 
sociates. I doubt that medical doctors—or 
psychiatrists—have a lower ulcer rate 
than advertising men. I doubt that adver- 
tising men have a higher ulcer rate than 
would be true of any similar group of men 
engaged in creative pursuits. I suspect 
that medieval artists got as many ulcers 
worrying about their princely sponsors as 
do modern commercial artists worrying 
about their sponsors. 

And certainly there is reason to believe 
that any sizable group of advertising men, 
if they had wound up in another pursuit, 
would have ended up with just about the 
same ulcer rate. 


= I see that ApvEeRTISING AGE regularly 
compiles statistics on the mortality of ad- 
men, and I believe these figures show that 
admen die younger than the national 
averages for all males. I suspect that these 
figures are quite without significance; a 
small sample will always show consider- 
able deviation from national averages. 
Moreover, when the enormous volume of 
statistics gathered on smokers and non- 
smokers apparently fails to resolve that 
particular debate, I rather doubt that 
mortality figures covering only a small 
percentage of those engaged in advertis- 
ing have any substantial degree of math- 
ematical reliability—and AA has pointed 
this out. 

But getting back to this matter of the 
pressures of business—whether it be ad- 
vertising business or any other business— 
it is my belief that, omitting exaggerated 
cases, the health problem of the business 
executive is in no way unique because 
of the pressures under which he functions. 
I rather imagine that a competent busi- 
ness executive, blessed with those inherit- 
ed and inborn characteristics that go to 
make a competent business executive, 
would go to pieces faster and more com- 
pletely if all of his pressures were re- 
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moved fot six months than if he continued 
to function under pressure for the same 
period. 


s I am not arguing against vacations— 
periods of relaxation. That would be ab- 
surd. 

But I do argue against the contention 
that our business executives in general, 
and other advertising-marketing-mer- 
chandising executives in particular, func- 
tion in an environment that has never be- 
fore been matched for tension and stress 
throughout the recorded and unrecorded 
history of the world. On the contrary, I 
firmly believe that business executives 
have never before in commercial history 
functioned in a more ideal environment 
—not excluding the plush air-conditioned, 
sound-conditioned offices. 

I also argue against the contention that 
pressures are any more of a health threat 
to our present-day executives than they 
have been to executives of any other era. 
Indeed, I contend that present-day exec- 
utives’ pressures are fewer and that we 
know better how to compensate for pres- 
sures. 

I therefore conclude that there has nev- 
er been a time in commercial history in 
which pressure was less of a threat to 
the health of executives than at this very 
moment. 

And, finally, I should like to make the 
point that pressures stemming from char- 
acter faults among executives may be 
more the troublemaker then self-gener- 
ated pressures resulting from concentrat- 
ing on the job. In this connection, I note 
that Dr. Robert N. McMurry, an industrial 
psychologist, claims that 25% of executive 
positions are manned by “passive, sub- 
missive, and dependent” men “frightened 
by the business problems they face.’ He 
listed 16 escape hatches used by these 
executives, such as hiding behind details, 
delegating problems to a committee or a 
subordinate or to the research staff; call- 
ing in outside consultants, taking unneces- 
sary out-of-town trips, etc. 


# I rather doubt that these executives 
would be free of pressures in any busi- 
ness function—or if they were completely 
divorced from business. Fewer responsi- 
bilities would weigh them down at least 
as much as their present programs. And 
I am fairly certain that there is more 
psychical and physical sickneSs among 
these executives than there is among those 
who love their jobs, who work “day and 
night,” who “just never let up,” and who 
never are so happy as when they are 
generating still more pressures. 

I have a notion that “executive health” 
is no more of a problem than “plumber 
health” or the health of any other segment 
of our population—including artists, en- 
tertainers, lawyers, architects and psycho- 
analysts. # 


What Is a Magazine? 


By Kenneth B. Butler 

We all know the answer to this one— 
at least, I thought so. Until I had an 
opportunity to look at the question ob- 
jectively recently, when serving on a 
panel of judges in a contest to select 
award winners among business papers. 
The competition was sponsored by our 
sister publication, Industrial Marketing. 

Our panel carefully inspected the for- 
mat and design of each publication. We 
winnowed out the weak, pitted the strong 
against the strong. Reluctantly, one by 
one, we moved some of them down and 
out of the running until we had selected 
the outstanding examples of typography 
and design, along with three or four top 
contenders, in several classes. 

When we were all through, we weighed 
the job that business papers and indus- 


trial publications are doing, as a whole. 
We agreed that job is excellent, and that 
it is improving. 


s During the discussion, a simple truth 
hit all of our panel members at once. 
That truth, or observation, was this: 

A magazine is not a top contender vis- 
ually ...does not look like a magazine 
...if it does not have a solid main edi- 
torial well of a substantial number of 
pages. 

That main editorial well should be 16 
pages or more, we decided. It is a publi- 
cation’s main show window. Within this 
major editorial presentation there is no 
interrupting advertising. This sphere is 
the editor’s. It establishes his right to be 
called a magazine instead of a catalog. 

Our group found that we had cast out 


of the final contention quite a number of 
publications which had leadership and 
undoubted merit. In total, they had a 
commendable ratio of editorial to adver- 
tising. But the editorial was hard to find; 
it was sandwiched in, here and there; it 
appeared casual, appeared secondary. 
Often the editorial was used as “filler” 
for fractional page ads. Such publications 
had various major articles, interesting 


Salesense in Advertising ... 


Advertising Age, May 19, 1958 


and well laid out. But they were scat- 
tered. They were “wispy.” 

Gratis comment and advice, then, from 
a panel of five men of typographical 
background who were looking critically 
at about 170 business papers of generally 
high ranking: 

“Beginning somewhere within the first 
half of the publication, devote 16 pages or 
more to solid editorial meat.” # 


Selective Appeals Usually 
the Most Effective 


By James D. Woolf 


Selectivity, as I have remarked in this 
column before, describes with a single 
word one of the greatest principles in the 
art of advertising and selling. 

The more non-selective a given copy 
appeal, the more gen- 
eral it is, the weaker 
will be its impact on 
the reader. The greater 
its selectivity, by the 
same token, the more 
potent will be its mo- 
tivation. This is a prin- 
ciple that seems not to 
be understood fully by 
some advertisers. 

A remarkable exam- 
ple of extreme selectivity is the Pepsi- 
Cola campaign. Everybody enjoys soft 
drinks: children; adults of all ages, male 
and female; rich and poor; laborer and 
white-collar worker; the hoi polloi and 
the socialites. Yet the Pepsi-Cola copy 
appeal is largely confined to fashionable 
young adults, especially women in their 
20s, who are desirous of keeping their 
caloric intake low. No serious attempt is 
made to influence children and teen-agers 
or adults who have no weight problem. 
Little is said about the delicious flavor of 
Pepsi, or about its refreshing effect 
as a mild pickup, or about its economy. 


Ne TO cat 


James D. Woolf 


= What percentage of Americans is 
seriously concerned about caloric intake? 
10%? 25%? 40%? I have no statistics on 
this, but I feel sure the percentage is rel- 
atively small if men and children figure 
in our calculations. Yet, despite the 
severely limited copy appeal, the Pepsi- 
Cola campaign has been notably success- 
ful. The theme has given the product in- 
dividuality and set it uniquely apart from 
its competition. It has created sufficient 
consumer demand and acceptance to 
strengthen the brand’s position in the 
market place and to make it a “must” 
in almost every retail outlet in the na- 
tion. 

I don’t have the facts, but I imagine 
Pepsi’s retail distribution has multiplied 
several times over since this campaign 
began to take hold. Being in universal 
distribution and readily available to 
everybody at the point of purchase, con- 
sumer sales are by no means confined to 
young women jealous of their svelte sil- 
houettes. 


= It is interesting to compare the Pepsi- 
Cola campaign with the Seven-Up cam- 
paign, which is also highly selective. 
While the Seven-Up ads now and then 
include parents, most of the pictures I 
remember put special emphasis on teen- 
agers and young children—even tots. No 
special attempt is made to reach mature 
young women, and no reference what- 
ever is made to the charm of a slender 
figure. Only occasionally are pictures of 
older people used, and never, as far as I 
know, are they spotlighted. Thus Seven- 
Up has a brand image of its own, one 
not at all similar to the Pepsi-Cola image 
but in its own way equally effective in 


establishing a strong niche for itself in 
the market place. 

The Marlboro campaign is another good 
example of the efficacy of the selective 
approach. Rugged, tattooed he-men are 
featured exclusively, and no appeal is 
made, even indirectly, to women and the 
weaklings among the males, or to teen- 
agers and older men. This restricted copy 
theme has invested this brand with a 
unique image that could not have been 
created with a less selective pitch. The 
result, as was expected, is that not only 
rugged men, but many lesser males who 
would like to be rugged smoke Marl- 
boros, as do many women who get a lift 
out of smoking a real man’s cigaret. Not 
all people respond favorably to the Marl- 
boro he-man approach, by any means, 
but a sufficient number do to make the 
campaign an acknowledged success. 


= It appears to me that the selective 
appeal to a special category of people con- 
stitutes an excellent spearhead when in- 
vading a highly competitive field, espe- 
cially for an advertiser with less money 
to spend than has his opposition. It’s dif- 
ficult if not impossible to sell all of the 
people all of the time, or even some of 
the time. 

It’s considerably easier to make a com- 
paratively modest expenditure do a job 
on, say, a selective 10% or 20% of the 
population than to spread our dollars too 
thinly with the whole population as our 
target. There is no greater futility, in my 
book, than reaching out for universal con- 
quest with general appeals that, it is 
hoped, will strike home with equal force 
to everybody, rich and poor, young and 
old, male and female, old-fashioned and 
modern. 

Psychologists tell us that all mankind 
has the same basic instincts: the instinct 
for survival, the instinct for food and 
drink, the instinct for supremacy, the in- 
stinct for security, the instinct for emula- 
tion, and so on. This, of course, is true, 
but all mankind does not have the same 
interests and acquired needs. Only a cer- 
tain limited percentage of the people is 
interested in contract bridge, or playing 
baseball, or reading books, or weight con- 
trol, or billiards, or cookery. 

Teen-agers do not have the same in- 
terests as oldsters, urbanites do not have 
the same interests as villagers, farmers 
do not have the same interests as families 
living in the new housing developments 
and bachelors do not have the same in- 
terests as fathers of families. There are 
few products—not even chewing gum and 
certainly not chewing tobacco—that are of 
equal interest to the whole human race. 
Usually it is smart strategy, in my experi- 
ence, to focus a selective appeal on a spe- 
cial category of logical prospects. # 


* * * 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for 
permanent reference. Price $5.95. Write 
Advertising Publications, 200 E. Illinois 
St., Chicago 11, Ill., for “Salesense in Ad- 
vertising,” available on five days’ ap- 
proval, 
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CHICAGO 


Your sales will certainly be “going Great Guns’”’ when you 
deliver a barrage with advertising’s heavy artillery— FIRST 
3 MARKETS GROUP-—at the 3 outstanding city and suburban markets of 
New York, Chicago and Philadelphia. Within these giant sales target areas, 
which account for 18% of all U. S. Retail Sales, competition for consumer’s 
attention and share of spendable income is an important factor in causing 
family coverage of General Magazines, Syndicated Sunday Supplements, Radio 
and TV to thin out. In these 3 far-above-average markets there is no substitute 


The group with the Sunday Punch 


Rotogravure « Colorgravure 


PHILADELPHIA 


for FIRST 3 MARKETS’ solid 62% COVERAGE of all families. 

In addition, the finest Rotogravure and Colorgravure reproduction in the 
FIRST Sections of the FIRST Newspapers of the FIRST 3 Cities of the 
United States assures you maximum package and product EY Edentification. 

To make your advertising sell more where more is sold .. . it’s FIRST 3 
FIRST! 

Circulation in excess of 6,000,000. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “‘Today’”’ Magazine 


New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 71-4894 e Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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Direct Mail and Mail Order Advertising ... 


Two Types of Mail Order Space Use 


By Elon G. Borton 

Here are two very different page ads 
from the New York Herald Tribune of a 
recent Sunday. Both are from flower nur- 
series and both by established advertisers 
who know by experience what types of 
ads pay best in results. 

You will not be able 
to read them but I be- 
lieve you will detect 
the difference. 

The ad by Stern’s 
Nurseries (Geneva, 
N. Y.) is really a com- 
bination of 13 ads 
about 13 different 
products in the one 
page, while the one by 
Jackson & Perkins (Newark, N. Y.) is a 


Elon G. Borton 
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unit ad featuring just roses. Stern’s even 
contains 13 logotypes and addresses and 
six of the 13 ads contain coupon order 
blanks while the other seven each quote 
prices and ask for the order. 


s Jackson & Perkins, on the other hand, 
uses but the one logotype and address 
and contains one large-size coupon order 
blank. But it boxes and displays different 
kinds of roses with somewhat the effect 
of separate ads. 

Stern’s has used this type of ad in New 
York Sunday papers for some weeks so 
they must have found that the combina- 
tion of a number of seemingly different 
ads in one group has extra pulling power 
to offset the small ads of expensive space 
for duplicate addresses and logotypes. + 


Looking at Radio and Television ... 


The Tight Belt Blues 


By the Eye and Ear Man 

The tight belt philosophy is beginning to 
affect the television industry. It takes 
several forms, but principally those of 
slowing down free-wheeling expense ac- 
counts and causing guys who formerly 
were cocky about their security to look 
a little shifty-eyed at the competition. 
Here is the way it goes. 


Agencies 

In New York, television departments of 
advertising agencies are dwindling. The 
emergence of packages, and of network 
time and talent deals, has sharply de- 
creased the need for talent in depth. Sev- 
eral very large agencies have depart- 
ments run by a handful of key program 
personnel with minor assists from low- 
price associates or media men. One good- 
size agency has a department run by a 
single man. Others have no apparent lead- 
ership whatsoever. 


® Because of the streamlining of handling 
the New York end, job offers are fewer, 
and lesser assistants are being lopped off 
or simply not replaced when they leave. 
Agency-produced shows are now down to 
five or six daytime offerings and these are 
literally done by independent units work- 
ing either in or outside the agencies. 
Expense accounts are notably less than 
normal and empty tables in high-priced 
restaurants are becoming more noticeable. 
At night, some hangouts of the tv crowd 
are virtually deserted. And nobody’s brag- 
ging about bonuses or raises. As the econ- 
omy goes, so goes the television industry. 


In Hollywood the superviso~y personnel 
is about normal because of the urgent 
necessity to have contact with even the 
most packaged package show. But these 
jobs are much sought after and conse- 
quently are not high paying. 

In general, all aspects of television, 
media, production, programming, and 
commercial writing are not desperate, or 
depressed, but are better described as 
having reached the end of the spree and 
settled down to meet sensible budgets. 


Networks 

As the agencies go, so is the spirit of 
economy reflected in the networks. Antic- 
ipating a season with sales plentiful but 
more difficult to make, the nets are mak- 
ing every expedient economy including 
lopping off unprofitablé departments. 
Salesmen must sell or be replaced, and 
they are no longer merely taking orders. 

Production units in New York are way 
down, and the networks, like the agencies, 
are delegating production jobs to out- 
side producers and merely supplying risk 
capital for pilots and working capital for 
the series in exchange for a 50% owner- 
ship of the package and future syndication 
rights. 

In Hollywood there are somewhat more 
supervisory personnel available and net- 
work jobs are so sought after that the 
price of personnel is lower. 


# One network, which has so many pro- 
gramming experts that they are compet- 
ing with each other for television ideas 
and properties, appears to be going con- 


trary to the rule of parsimony, but this is 
only surface. No unessential help is being 
retained in any place but programming. 

Radio personnel has already been 
stripped to the bone. 


Talent Agencies and 
Production Companies 

These companies which have assumed 
control over the production of television 
shows naturally have a problem turning 
out material in volume, and they need 
people to turn them out. But, caught in 
the squeeze of increased union help and 
increased cost of writers and creative 
personnel, this group is forced to trim ex- 
penses in order to break even on the cost 
of the shows in relation to the market 
price. Gone are the relatives, the syco- 
phants and the supernumeraries who 
once followed the boss around with hinged 
heads. Gone are the sumptuous luxuries 
of yesteryear. 

It is now possible to lose $500,000 on a 
series before the use of re-runs and syndi- 
cation brings in a profit. This working 
capital generally comes from a bank and 
the accounting and supervision are rigid. 


Advertising Age, May 19, 1958 


The dilemma of being caught in a market 
which is highly competitive and demands 
deals, and rising production costs is a 
tough one. 


# In general, the postwar free-spending 
days are over. Business is good, but it is 
tough to make a good net profit in the 
current recession. No one is panicky, but 
everyone is cautious. 

The agency is faced with a shifting of 
business, decreased advertising expendi- 
tures, and increased costs. It is necessary 
to reduce all unnecessary personnel, trips 
and expense items. 

The network will have to sell and sell 
hard when they’ve almost forgotten how 
to sell. Already faced with small profits 
on high grosses, the networks must bal- 
ance their charitable programming, their 
deals, and their investments in equipment 
with realistic income. 

The real free-wheelers in the talent end 
of the business parallel the rest. A new 
respect for money is curtailing excessive 
costs. All in all, the attitude is healthy 
and should lead to a leaner and more con- 
servative, more practical industry. + 


1958 


1956 1957 1958 


Figure 1 shows a simple and easy-to- 
read chart, showing the “circulation 
increase in ADVERTISING AGE since this 
column first appeared.” This is one 
way to present the facts. 

Figure 2 shows another way to pre- 
sent the facts. This zooming line 
shows that AA circulation has contin- 
ued upward, at an unchangingly con- 
stant rate, though new features are 
added from time to time. 

Figure 3, too, is a visual symbol of a 
circulation story fact, and could be 
used in a slide or strip film or what- 
ever. It is titled: “How the circulation 
manager felt before and how he feels 
now, since we have introduced the 
new system, (or envelopes or rates, 
etc.).” 


Figure 4 is in case the circulation 


How not to do a chart 


However you want to present facts, you may profit- 
ably allow for novel visual approaches if you want to 
avoid the hackneyed (and sometimes suspect) “bars” 


manager is upset about the new sys- 
tem. Or: “When the subscriptions got 
down to four, we gave Mr. Arbuthnot 
the door,” if you want to keep some 
actual figures in and yet hold your 
audience’s attention. I do not mean 
that a reader or audience will refuse 
to pay attention to factual material, 
presented seriously. 


I do feel, however, that we are sur- 
reunded on all sides by charts and 
comparisons and statistics to the point 
of utter boredom, confusion and frus- 
tration. This state frequently can be 
relieved by introducing novel visual 
approaches, without loss of impact for 
your points to be made, whatever the 
medium. If you agree, you will enjoy 
the next lesson, entitled: “The Honest 
Chartist.” 


EN MQTVDE | 
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Shure Names Adler Agency 

Shure Bros., Evanston, IIL, 
manufacturer of microphones, 
electronic components and mag- 
netic recording heads, has named 
William Hart Adler Inc., Chicago, 
to handle its trade and consumer | 
advertising for the domestic mar- 
ket. The company recently en- 
tered the consumer high fidelity 
field with a line of monaural and 
stereophonic phonograph tone 
arms, phono cartridges and mag- 
netic recording heads. Stral Ad- 
vertising Co., Chicago, is the pre- 
vious agency. 


Jazz Quarterly Planned 

Jazz Publications Inc., Berke- 
ley, Cal., will publish a quarterly 
magazine, Jazz, with the first is- 
sue due Oct. 15. Editor is Ralph| 
J. Gleason, formerly a columnist 
for Down Beat. Publisher is Al 
Frank, of the Pinchpenny Press, 
Berkeley. Jazz will be distributed 
nationally. Cost is $1 per issue or 
$3 per year. 


See a 
Filmotype 


<—\ Photo Lettering 


Demonstration 


tts an education! 


we learned how savings, 
finest quality lettering 
and simplicity of 
operation go 
hand in hand. 


Seeing is believing . . . at least 
where the Filmotype Photo 
Lettering Machine is concerned. 
It’s an education, as well as 
unusual fun, to see the speed, 
ease of operation, sharpness of 
each word produced. 

Alphabet style selection, we 
discovered, is literally 
unlimited, too! And since we 
had the Filmotype man collared 
right in our own office, we let 
fly with right-from-the-shoulder 
questions. Result: our new 
Filmotype Machine has become 
a money-maker and 
money-saver we rely on. 

A Filmotype demonstration 

in your office is sure to prove 
extremely worthwhile, too 
Write today, no obligation, 

of course. 


7500 McCormick Bivd., Skokie, Ill. 


YES, we would like to see how the 
Filmotype machine automatically pro- 
duces quality lettering. Contact me for 
a Filmotype demonstration in our own 


|dame, Acme Steel Co., 


82.8% of NIAA 
Chicago Unit Is 
Opposed to ISIM 


Cuicaco, May 13—The Chicago 
chapter of the National Industria! 
Advertisers Assn. will vote against 
the International Society for In- 
dustrial Marketing proposal at 
NIAA’s annual meeting in St. Lou- 
is June 3-5. 

But at the same time, the chap- 
ter hopes to go to St. Louis with 
something more positive than 
merely a negative vote for ISIM. 

At the chapter’s meeting last 
night, John R. Walter, Westing- 
house Electric Corp., a chapter di- 
rector, read off the results of the 
chapter’s recent survey of mem- 
bership opinion about ISIM and 
NIAA. 


= Of 499 chapter members, 204 
(about 40%) cast votes on the 


ISIM issue. Of the 129 active mem- | 


bers who voted, 26 voted for ISIM, 
103 voted against. Of the 75 as- 


sociate members who voted, 9 fa-| 
vored ISIM, 66 opposed it. The 


total membership vote: 35 in favor 
169 against—a ratio of 82.8% op- 
posed. 

On the basis of these results, the 
chapter president, James E. Boren- 
said the 
Chicago chapter’s votes will op- 
pose ISIM. 


But other things—indictments | 


against the present NIAA opera- 
tion, particularly nationally—were 
reflected in the opinion survey 
Mr. Borendame said. 


® The weight of opinion against 
NIAA, as it exists, he said, is such 
that the chapter board feels ob- 
liged to develop and advance some 
positive ideas about improving 
NIAA. A special board meeting to 
crystalize these ideas will be held 
May 19, but Mr. Borendame did 
not indicate exactly what the 
board had in mind. 

He observed, though, that “there 
was obviously a lot of good think- 
ing and useful ideas put into the 
ISIM plan that shouldn’t be al- 


lowed to go to waste simply be-| 
cause the plan has apparently been | 


advanced too rapidly for accept- 
ance.” # 


Heinz, Scott Set Joint Push 

H. J. Heinz Co. and Scott Paper 
Co. will cooperate in the produc- 
tion of an in-store promotion for 
the summer season, a “Cook Out 
Merry Go Round.” The Heinz- 
Scott display piece resembles a 
carousel, with soft sheets around 
its base, which feature Scotkins, 
Cut-Rite wax paper, Heinz ketch- 
up, Campside beans and Heinz 
pickles. From the umbrella’s ribs 


hang six mobiles which suggest | 


such food items as charcoal, buns, | 


hot dogs, hamburger, potato chips, 
potato salad and lemonade. 


Shafter Takes U. S. Post 

Walter S. Shafer, former vp 
and sales manager of Armour & 
Co., who retired from the packer 
earlier this year after more than 
35 years’ service, has been named 
director of the office of interna- 
tional trade fairs, U. S. Depart- 
ment of Commerce. Mr. Shafer 
will supervise the planning and 
operation of the Department of 
Commerce’s trade fair program in 
cooperation with private indus- 
try. 


Blakemore Joins McCann 

Charles Blakemore, formerly of 
the creative staffs of Foote, Cone 
& Belding and Needham, Louis & 
Brorby, Chicago, has joined the 
Chicago creative staff of McCann- 
Erickson. 


—E 


MANAGEMENT | 


and | 


BUSINESS AUTOMATION 


The Executives. 
Role in Ree fess 
Office Avie Pe oe 


OCTOBER 1958 


New...a monthly maga- 
zine that deals exclusively 
with office automation 
and systems 


MANAGEMENT and BUSINESS AUTO- 
MATION will be the first magazine 
published that deals exclusively with 
applications of automation and sys- 
tems to business operations outside 
the assembly line and laboratory. The 
publication will herald a new era for 
management in commerce, industry 
and government. 


Advertising will be accepted begin- 
ning with the special Prevue Edition 
of October, 1958. Published by the 
publishers of OFFICE APPLIANCES 
Magazine. Write, wire or phone for 
dummy and descriptive brochure. 


MANAGEMENT and BUSINESS AUTOMATION 


100 East 42nd St. 600 West Jackson Blvd. 5720 Wilshire Blvd. 
New York 17 Chicago 6 Los Angeles 36 
MUrray Hill 2-2373 DEarborn 2-3206 WEbster 8-3881 
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May Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


Pages — - Lines . 
April Aprit Jan.-April Jan.-April April April Jan.-Aprit — Jan.-April 
1988 1957 1958 1957 1958 1957 1957 


Weeklies, Bi-Weeklies, Semi-Monthlies (April) 


Command ...... sc cscccccece 24.4 30.1 66.6 79.1 10,248 12,642 27,972 33,222 
ES reer 60.2 67.5 254.0 259.7 25,811 28,956 108,962 111,394 
SE x d-o4dbecebaqni cs 46.8 50.3 145.7 173.8 19,642 22,288 61,152 74,354 
GE aide sr ds opt ccsevcrwwes 22.3 24.5 98.4 113.3 22,283 24,487 98,420 113,287 
ES rereree ee 316.0 513.6 1,117.5 1,438.7 214,880 349,214 759,927 978,296 
i errr rrr yr 188.2 234.1 468.3 546.5 127,976 159,188 318,444 371,620 
BED aictoescseccesces 408.8 435.2 1,451.4 1,440.5 175,377 186,692 622,652 617,973 
0 errr 255.5 362.4 954.2 1,101.9 107,310 152,208 400,764 462,798 
Presbyterian Life ........... 10.8 6.5 45.6 39.0 4,551 2,762 19,205 16,404 
Sere 9.1 13.7 56.7 59.3 3,801 5,779 23,805 24,877 
Saturday Evening Post ...... 288.7 362.4 938.7 1,114.7 196,348 246,407 638,301 757,999 
Saturday Review ............ 86.7 69.9 395.0 308.3 36,407 29,346 152,537 129,501 
tSporting News ............ 41.6 35.9 105.3 105.7 45,155 39,000 114,206 114,633 
§tSports Illustrated ........ 143.1 140.0 397.1 331.4 61,423 59,969 170,391 142,079 
RE Pere 251.0 378.0 987.3 1,141.0 105,422 158,741 414,669 479,158 
PW Rs ve tiecccicccesces 42.9 52.1 186.3 185.4 7,808 9,476 33,907 33,743 
U.S. News & World Report ... 215.0 284.3 855.5 1,053.2 90,309 119,426 359,313 442,350 | 
Total Group ...........+-. ZAlL1 30605 85236 94915 1,254,754 1606581 4324927 4,903,688 


+ Four issues in April 1958; five issues in April 1957. ¢ Five issues in April 1958; four issues in April 1957. § Beginning 
with February advertising figures shown will have full national advertising, and regional advertising will be prorated, based on 
circulation. 


- Pages 2 Lines ~ 
May May Jan.-May Jan. -May May May Jan.-May Jan.-May 
1958 1957 1958 1957 1958 1957 1958 1957 


Women’s 


§Bride & Home ............ . 
§Bride’s Magazine ........... ee 357.3 349.5 


70,589 62,426 


. fl ee ee 36.3 52.4 179.2 229.8 15,573 22,480 76,877 98,584 | 
Good Housekeeping .......... 154.8 161.4 534.9 627.0 66,438 69,254 229,475 268,994 | 
Ladies’ Home Journal ........ 85.3 133.5 452.1 560.5 57,989 90,761 307,422 381,121 
EEE eee 92.3 100.8 352.3 454.5 62,795 68,513 239,564 309,046 | 
§Modern Bride .............. aa — 293.9 299.7 185,732 189,410 
+Parents’ Magazine .......... 66.7 72.2 286.8 313.1 28,685 31,110 123,397 134,808 
RGR Se clnc dis eccese 140.1 147.9 513.5 567.2 95,286 100,556 349,176 385,683 
Western Family ............ 16.0 24.8 82.8 105.9 6,738 10,403 34,791 44,464 
EE we vick pees ccccce 28.1 38.6 153.5 192.2 12,074 16,545 65,837 82,456 
pO eee 24.9 25.8 177.3 202.1 4,899 5,062 36,753 39,616 

Mc cn.cdecrccscee 644.5 757.4 3,495.3 4,000.2 350,477 409,622 1,945,405 2,216,492 
§ Published quarterly in January, April, July and October. ¢ Includes Shopping Scout Section linage. 


General 


American Artist ............ 23.8 29.6 138.7 134.7 9,980 12,423 58,247 56,541 
American Forests ........... 17.9 13.8 87.0 82.9 7,518 5,796 36,554 34,832 
American Legion ............ 9.3 15.4 56.8 80.0 3,913 6,488 23,845 33,626 
RUE ethene sec cdc ccccs 61.0 66.1 310.6 309.8 17,934 19,440 91,249 91,066 
pr 24.6 20.1 114.4 103.1 10,583 8,634 49,089 44,226 
SET gir as sche ssc ces 26.8 32.9 170.1 169.1 11,249 13,825 71,461 71,049 
Christian Herald ............ 43.6 45.8 192.5 209.2 18,741 19,665 82,689 90,709 
avin esosed so see 6.7 3.6 44.3 32.7 2,847 1,539 18,619 13,735 
Rees os <ocec. kane? 42.0 29.0 210.5 203.0 7,560 5,220 37,890 36,540 
Goamepetttan 0... cs cccceess 18.6 20.1 103.1 125.0 8,002 8,603 44,245 53,626 
OE ee 84.3 70.2 334.1 328.1 57,346 47,745 227,203 223,132 
SED cov ccececcs ces 9.9 11.5 65.8 66.5 4,226 4,953 28,321 28,332 | 
A res 69.2 75.7 303.3 304.2 47,065 51,500 206,144 206,714 
SE eee 34.0 33.9 155.5 140.1 14,599 14,561 66,721 60,103 
SO IEE wsesccedcccccs 30.2 41.7 180.0 197.1 13,298 18,388 79,362 86,902 
Harper’s Magazine .......... 30.8 32.8 160.4 174.2 12,947 13,763 67,391 73,168 
a 61.0 70.2 353.3 392.7 25,620 30,240 148,386 165,686 
a 1115 118.6 472.9 485.5 75,796 80,680 321,595 330,138 
CO 27.2 26.7 122.0 102.9 11,424 11,214 51,282 43,246 
Improvement Era ............ 29.4 23.3 120.5 119.2 12,341 9,772 50,626 50,064 
oe 21.2 25.0 158.5 156.1 14,537 17,142 108,458 106,789 
Motor Boating ............. 143.0 1438 802.6 806.2 84,084 84,550 472,031 473,752 
Motor Life ...... opois fe 23.3 13.6 92.4 56.7 9,772 5,698 38,794 23,828 
| EE ere oe 21.3 24.4 112.9 99.4 8,832 10,262 46,018 41,762 
National Geographic ... a 53.0 58.5 224.1 259.0 12,567 13,881 53,172 61,881 
I ere 15.0 11.8 67.5 57.3 6,300 4,935 27,950 24,073 
+Popular Boating ........... 66.2 39.8 320.9 176.0 38,926 23,352 188,690 103,429 
Popular Photography ........ 84.1 78.4 392.9 399.1 35,322 32,928 165,018 167,622 
Aa 21.0 23.3 94.5 107.8 9,013 9,974 40,548 46,220 
ee 59.5 60.0 250.0 220.0 10,829 10,920 45,500 39,940 
EE ate sea desc pad wi i's 46.4 32.1 177.8 152.9 19,886 13,752 76,271 65,587 
Ce cee coed ekhas wise 10.0 9.1 47.1 61.3 4,217 3,838 19,783 25,775 
Oo rr 15.9 12.9 49.7 41.9 6,842 5,525 21,346 18,005 
I Ohi Gee E04 40 wkae as 9.4 7.3 51.2 50.2 4,068 3,164 22,039 20,978 
PD cvecncescuve's 28.4 21.3 122.3 104.2 12,170 9,145 52,453 44,703 
Town & Country ............ 78.3 62.5 328.9 310.8 49,412 39,512 207,884 196,425 
PR MGAUA Ga wonedne seuss 29.9 38.8 134.8 144.8 12,825 16,630 57,820 62,132 
RD <aGeveavctpaneceses 118.8 118.2 681.0 667.5 69,854 69,502 400,428 392,490 | 
PN Fins ctdekweee 1,606.5 1,561.8 7,804.9 7,631.2 781,444 759,159 3,802,122 3,708,826 


+ January 1958 was a show issue. ¢ Published bi-monthly; figures shown are for combined May-June issue. § Changed 
from a 414-line page to a 420-line page in May 1957. 


Home 
American Home ............ 59.4 81.9 283.9 353.0 37,569 51,782 179,448 223,076 
Better Homes & Gardens ..... 119.0 189.0 531.0 725.0 75,479 119,665 335,478 458,435 — 
Flower Grower ............. 54.4 56.3 310.6 296.4 22,852 23,648 130,478 124,556 | 
House & Garden ............ 83.7 123.3 341.3 403.6 52,928 77,905 215,670 255,090 
House Beautiful ............ 155.5 158.8 476.5 545.6 98,262 100,370 301,168 344,791 
ET wo tnvad beeen» 9-26 29.6 48.1 126.5 206.8 12,682 20,617 54,287 88,724 
Living for Young Homemakers . 96.3 110.4 298.4 361.0 60,836 69,801 188,538 228,151 
Popular Gardening .......... 50.7 50.5 271.5 270.1 21,310 21,224 114,013 113,435 
Sunset Magazine ............ 145.1 175.5 600.0 655.8 60,948 73,747 252,089 275,474 | 

WHE GIN piv ccccccccsss “J93.7 “938 S2397 BSsel7s “442866 ~558,759 1,771,169 2,111,732 
Fashion 
ei iiveinwe ce basenne 129.4 153.9 411.6 521.5 55,502 66,042 176,555 223,761 
EY £5 Boiig is g0dcenee oe 73.4 101.7 403.9 478.8 31,502 43,608 173,271 205,387 
ee OT CEES 70.8 99.5 479.5 495.7 44,711 62,906 303,120 313,373 
NN... calbebe ts hence 74.6 93.8 388.3 437.6 31,993 40,254 166,560 187,686 
ME ie650.050s or accasocee 126.9 131.1 712.0 800.7 80,188 82,876 450,002 506,037 

2 Saaeerere yer 475.1 ~580.0 2,395.3 2,734.3 243,896 ~ 295,686 1,269,508 1,436,244 
Movie-Romance-Radio 
tDell Modern Group: 

Modern Romances ......... 29.5 33.9 116.9 150.8 12,639 14,553 50,132 64,714 

Modern Screen ..........- 16.8 28.7 65.2 123.2 7,227 12,331 27,973 52,887 

Screen Stories ........... 14.5 19.2 54.8 94.7 6,214 8,256 , 40,656 
Fawcett Women’s Group: 

Motion Picture ........... 12.1 17.7 60.0 84.6 5,187 7,577 25,720 36,293 

True Confessions ......... 17.7 23.9 93.2 118.9 7,596 10,266 40,000 51,018 
Hillman Romance Group ...... 22.1 0.7 33.3 10.4 9,519 321 14,403 4,539 
tHillman Women’s Group .... a 25.7 ae 104.4 11,054 44,886 
Ideal Women’s Group: 

Intimate Story ........... 12.5 15.6 69.8 91.5 5,345 6,687 29,942 39,244 

FRO 14.1 19.9 80.6 108.0 6,067 8,522 34,604 46,313 

Movie Star Parade ........ 14.0 19.8 80.4 105.8 6,025 8,496 34,520 45,382 

Personal Romances ........ 13.1 15.6 71.5 91.1 5,631 6,687 30,702 39,102 

TV Star Parade .......... 119 16.0 66.2 88.3 5,124 6,869 28,459 37,888 
QPeveentand 2... .cccscccccees 10.2 148 33.8 43.0 4,392 6,365 14,517 18,452 
Secrets Romance Group: 

ing Romances ....... 15.6 15.4 86.7 92.9 6,725 6,600 37,209 39,861 


225,792 219,884 | 


- Pages ¢ Lines 

May May dan.-May Jan. -May May May dan.-May 

1958 1957 1958 1957 1958 1957 1958 
*Daring Romances ........ 15.6 14.6 46.1 48.9 6,711 6,287 19,786 
REPS ae 15.8 15.6 88.4 94.0 6,776 6,687 37,937 

True Story Women’s Group: 

Photoplay ............05- 25.7 44.6 106.6 166.9 11,013 19,138 45,736 
. . £4 12.9 17.7 58.7 76.0 5,521 7,599 25,189 
True Love Stories ......... 12.6 16.9 57.8 74.3 5,424 7,245 24,797 
True Romance ............ 12.7 17.8 59.6 74.7 5,420 7,649 25,552 
True Story ....... seve 56.7 78.4 232.7 295.2 24,324 33,621 99,832 
TV-Radio Mirror .......... 10.2 13.0 48.1 64.1 4,395 5,578 20,640 
eee 366.3 485.5 1,6104 2,165.7 157,275 208,388 ~~ 691,154 ~ 944,849 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried 
e if a t No issues in January 
1958. { No May 1958 issue. § Published bi-monthly; alternates with Silver Screen. * Published bi-monthly; alternates 


by the group as a whole PLUS additional advertising carried by each individual publication. 


with Confidential Confessions. 


SBusiness (May) 
Dun’s Review & Modern Industry 68.5 $1.1 364.1 396.9 28,745 34,093 


152,925 
513,974 
97,276 


Fortune ceeeeeeeeceeeeseees 171.0 203.8 813.3 911.8 108,072 128,770 
Nation’s Business ........... 51.0 72.1 226.3 287.4 21,849 30,912 
| arr 290.5 357.0 1,403.7 “1,596.1 158,666 193,775 


§ Because current month linage figures for several publications are not yet available this 
May section and an April section. 


764,175 


group is broken into a 


r . Pages é Lines 
April April = Jan.-April Jan. -April April April Jan.-Aprib 
1958 1957 1958 1957 1958 1957 1958 
Business (April) 
HBarvon’s ..cccseecesereess 78.6 110.5 290.6 339.3 51,602 72,495 190,676 
Business 2 ae 413.4 539.9 1,532.9 2,039.8 173,636 226,754 643,826 
tFinancial World ........... 45.9 66.4 179.0 249.7 19,309 27,927 75,202 
a ee 71.5 83.5 236.2 300.0 30,041 35,057 99,258 
Total Group .............. 609.4 800.3 2.2387 29288 274588 362,233 1,008,962 


t Four issues in April 1958; five issues in April 1957. ¢ Five issues in April 1958; four issues in April 1957. 


Magazine Linage Trend Figures in Thousands 


WEEKLIES GENERAL 
1958 1958 

APR.| 1,255 ‘| MAY! 781 

MAR.[ 1,286 a APR. | 863 
1957 1957 

5, ae ean e way EZ 


Newspaper Sections (II) (April) 


(All other newspaper sections and comics) 
#Chicago Tribune Magazine .. 153.55 135.6 584.9 509.3 130,449 115,239 


First 3 Markets Group ...... 53.5 47.1 208.6 212.0 45,475 40,035 
New York Times Magazine .... 300.3 245.0 1,089.6 1,002.5 255,285 208,229 
We GH. ik. ve ccenstansia. 507.3 427.7 18831 11,7238 ~G31,209 363,503 


# Not included in totals as it is a member of the First 3 Markets Group. 
(Continued on Page 92) 


WOMEN’S BUSINESS ~- FASHION 
1958 j 1958 1958 
MAY APR. MAY 
are[538—_] 778 
1957 1957 
MAY MAY B70) 
Pages i Lines 
May May Jan.-May Jan.-May May May Jan.-May 
1958 1957 1958 1957 1958 1957 1958 
Youth 
American Girl .............. 25.7 29.3 129.3 136.7 11,008 12,562 55,472 
OT GOs Cesudwnds sce bass 28.5 29.8 135.6 140.7 19,377 20,294 92,216 
EAR ee ees 2.4 0.2 8.4 4.7 1,036 96 3,602 
Scholastic Magazines ........ 40.0 45.7 219.3 215.3 16,785 19,153 92,092 
Seholastic Mote .......00005- 9.8 10.6 34.8 36.2 8,542 9,292 30,403 
. a 106.4 115.6 527.4 533.6 56,748 61,397 273,785 
Mechanics & Science 
Mechanix Illustrated ........ 69.6 64.3 366.8 374.6 15,601 14,408 82,153 
| Popular Electronics ......... 51.7 53.4 303.6 307.4 11,590 11,962 68,015 
Popular Mechanics .......... 113.3 117.2 608.2 639.8 25,389 26,253 136,253 
Popular ye 91.4 107.1 561.5 599.4 20,480 23,978 125,774 
tScience & Mechanics ........ 74.0 71.9 275.8 277.4 16,576 16,115 61,417 
OP 400.0 413.9 2,115.0 2,198.6 89,636 92,716 473,612 
t Published bi-monthly; figures shown are for combined May-June issue. 
Outdoor & Sport 
American Rifleman .......... 54.1 49.0 254.1 237.5 23,310 21,058 109,094 
i. 2... peer 88.0 99.3 387.3 387.1 37,741 42,604 166,136 
Fur-Fish-Game ............. 22.9 20.0 99.5 98.1 9,811 8,576 42,692 
EE re rs 22.9 27.6 111.4 121.0 9,804 11,840 47,770 
JB . Pere ee 77.7 83.8 374.8 390.0 33,349 35,933 160,777 
| ee eee 73.0 79.6 323.8 332.6 31,295 34,134 138,894 
Cee 338.6 359.3 1,550.9 1,566.3 145,310 154,145 665,363 
Detective & Fiction 
Cee 11.7 12.4 75.4 73.8 5,018 5,326 32,329 
Dell Men's Group ........... 8.3 8.9 51.5 53.6 3,578 3,814 22,113 
Thrilling Fiction Group ....... 10.0 9.2 54.2 40.4 2,234 2,057 12,143 
re 30.0 305 ~ 181i 167.8 10,830 11,197 66,585 
Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers.) 
The American Weekly ........ 71.1 57.7 340.5 292.9 60,451 49,006 289,427 
Family Weekly ............. 56.8 47.6 296.6 220.2 48,323 40,438 247,134 
Parade ........ esis ceeceeune 75.8 84.3 372.5 352.9 64,390 71,680 316,601 
This Week Magazine ......... 86.4 97.3 445.7 441.3 73,420 82,707 378,826 
Wa Gils: cdccesss 290.1 “286.9 1,455.3 1,307.3 ~ 246,584 ~ 243,831 1,231, 
"April iad ioe * me 
pr pri in. .- Apr’ April April = Jan.-Aprit 
1958 1957 1958 1957 1958 1957 1988 


497,204 
177,268 
926,169 


1,600,641 
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eee teeeeeeuseeesseeeres She reads Cavan d/aan 


>.» . she’s at the MOTIVAG E* 


Be a 


She buys more merchandise from its 
pages than from any other magazine 


* The MOTIVAGE (between 13 and 20) is the age when girls are approaching womanhood...when they’re most 
strongly motivated to express their individual tastes while acquiring lifetime buying habits. 


These girls are first-time customers for major items like silverware, luggage, china, glassware, small 
appliances, fine jewelry, etc. With over $4 billion of their own money to spend, they buy from SEVENTEEN. 
Nearly half of America’s 8,500,000 Young Women Under 20 have actually purchased merchandise 

they saw advertised in SEVENTEEN.** : 


Why are these Young Women so responsive to SEVENTEEN? Because SEVENTEEN speaks their language. 
It’s the voice of the MOTIVAGE...the only magazine devoted exclusively to the varied interests, 
needs and desires of this special age-group which is growing faster than any other. 


**Gilbert Youth Research 


QUALITY 
CIRCULATION 


1,048,262 (ABC, Dec., 1957) 
73% Newsstand Sales 
No Reduced-rate Subscriptions 


Where ABC's are a plus factor... 


SEVENTEEN-AT-SCHOOL 


Your educational materials go to 19,500 Home 
Economics teachers in this unique sister publica- 
tion of SEVENTEEN. It adapts SEVENTEEN's 
editorial content into lesson plan form... carries 
your advertising — via SEVENTEEN — into the 
classrooms of 75% of the nation’s high school 
Home E ics teach 
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92 Advertising Age, May 19, 1958 
- Pages Lines , r Pages ~ + Lines 
May May Jan.-May Jan.-May May May Jan.-May dJan.-May | May May dan.-May Jan.-May May May Jan.-May dan.-May 
1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 

Comics Magazines ee 60.0 58.0 2640 265.0 10,920 10,556 48,048 48,770 

American Comics Group ...... 7.0 7.0 35.0 35.0 2.646 2.646 13,230 13,230 Australian Se ee 67.0 52.8 288.5 243.3 12,194 9,601 52,507 44,173 

tArchie Comic Group ........ 7.0 8.0 20.0 21.5 2,646 3,024 7,560 8,127 a petrerreeecevenacs ap = =e er ae Ry rye —— 

tHarvey Comics Group ....... 8.5 9.0 25.1 27.6 3,213 3,402 9,513 10,458 “5: » Raga la et bi ; 0 ' ’ , , ' 

Rational Comics Gress: CIID ics on ccacdvnnoed 69.0 93.0 312.5 326.5 12,558 16,926 56,875 59,423 
Blue Unit Mg ON = ea 4.0 3.3 25.5 31.8 1,512 1,247 9,450 12,074 EE Ss in aca 5 ae <atetadeen 60.0 64.0 233.3 230.8 10,200 10,883 39,652 39,227 
BIN écuwiensscecsenn 50 48 26.5 34.8 1,890 1.814 10,017 | LOR ~ Sia dove oa a a: = - ca oo — . [a 
ON i... <5i5¢csecus 5 31 2 = is07 907 §6©= Ta 99,770 57,062 | French ..............-... 142.0 127.0 527.0 4880 24.850 22.225 92.225 85.400 

+t Published bi-monthly; figures shown are for combined May-June issue. French Swiss ............. 26.0 33.5 116.0 111.0 4.550 5.860 20.300 19.422 

I ass oetktatex cn 121.0 102.0 469.0 398.0 22,022 18,564 85,358 72,436 

Canadian National Weekend Newspapers (Rotogravure Linage) German Swiss ............ 310 39.0 1215 129.0 5.642 7,098 22,113 23,478 

RIN oc'ene 0:> ee 88.0 845 361.5 346.5 16,016 15,379 65,793 63,063 

ON on 5 5s nud sale 67.5 73.1 291.8 307.5 60,763 73,132 262,601 307,494 r 

ae 73.1 69.0 294.5 286.7 65,812 68,981 283,596 286,765 Indian ........6+2-eeeeee 52.0 60.0 274.0 256.0 9,464 10,920 49,868 46,592 

CED sc xccscanncesee 102.4 107.1 286.4 274.0 89,620 93,692 250,639 239.779 BEND ius 400s Gana os 107.5 113.5 404.5 404.0 18,490 19,522 69,574 69,488 

{Weekend Magazine .......... 129.5 133.0 496.7 520.9 126,327 129,714 484,327 507,933 ars EES ie a8 40.0 see 06.8 as ome sect 5.008 
Total Group .............. 2701 2751 10893 Tiisi 252902 271827 1030524 1102192 | jew peaiag i - a ai ae, ae a 

+ Changed from a 1,000-line page to a 900-line page in January 1958. Five issues in May 1958; four issues in Norwegian ge ee ea 548 520 1788 1705 9308 8 840 30 387 28 985 

May 1957. + Not included in totals as May linage was not available when this issue went to press. Overseas Military .......... 44.0 46.0 200.0 117.0 8.008 8372 36.400 23.660 

ee. “3a 89.5 78.5 362.5 342.5 15,663 13,738 64,887 59,937 

Canadian | South African ............ 76.5 80.5 379.0 402.5 13,694 14,410 67,841 71,958 

Canadian Home Journal ...... 42.3 418 1654 177.2 —- 28,760 28,450 112,738 120,463 Southern Hemisphere ....... 28.5 39.5 142.0 156.5 5,187 7,189 25,844 28,483 

Canadian Homes & Gardens .... 60.5 59.1 203.9 212.0 41,116 40,194 138,621 144,134 “2 ihe Airey 52.5 44.0 217.5 174.0 9,765 8,184 40,455 32,364 

Chatelaine ...........--005- 38.3 «585 861704 2164 26,062 39,776 115,870 —-147,146 ere 1,680.5 1,629.9 6,966.7 6,496.2 314,152 304,794 1,321,612 1,221,930 

a ty 5 At hadi: Silat tliat tind Fg: Ry — ane agen ae Pace tf Pap § Because current month linage figures for several publications are not yet available this group is broken into a May 
_- ft PPrrrrrrrr rer eres \< ‘ ° \. . A 5 x * a Ps 

ee cceees 39.4 486 1735 187.9 26813 32,871 118,007 127,611 | ‘ettion and an April section. 

Reader's Digest: - Pages F Lines 
a mee oe Ee Se Be Be Rat Apt donAaril nA “Baril Apt Sonagril Jona 

nc DP cecescseeese A \ ! ° . ly " . - 

—............. 233 333 1022 1211 15814 22641 69,464 82.315 | po peion (April) 1 1K 1988 ad x oa 

Revue Populaire ............. 20.1 32.7 81.0 103.0 14,092 22,888 56,757 72,104 oreign (Apr. 

RRR 19.2 34.7 76.4 134.4 13,483 24,287 53,498 94,002 | Herald Tribune (European Edition) 3.7 4.2 12.1 16.5 3,938 4,508 12,973 17,777 

#Saturday Night ........... 40.4 38.3 150.0 113.3 16,979 16,127 63,018 47,685 | Life International: 

#tTime-Canadian ........... 175.7 206.4 534.7 580.0 73,745 86,660 224,525 243,600 | ¢English Edition .......... 68.1 78.0 260.2 264.2 46,325 53,040 176,970 179,690 
rere 601.4 679.9 2,367.2 2,545.7 292,067 345,757 1,144,895 1,301,524 | a. | eee 53.3 67.6 212.4 258.2 36,295 46,070 144,500 175,610 
Effective February 1, Samedi carries advertising in two of its four issues; two issues in May 1958 and four issues ewsweek: 

‘ May 1957, + Wot included in totals; figures for May issues were unavailable as this issue went to press and April 2 eee 66.7 75.2 241.6 245.4 28,014 31,584 101,472 103,068 

figures are shown. { Four issues in April 1958; five issues in April 1957. European Edition .......... 70.9 78.8 265.3 245.7 29,778 33,096 111,426 103,194 

| ee Sete 42.7 51.2 153.0 169.7 17,920 21,490 64,260 71,260 

§ tTime International: 

Foreign (May) , ‘ ms ee nae 51.534 i --p lee 100.6 113.0 397.0 4021 42,210 47,460 166,740 169,225 

so gy le 15. 15. : ’ , 1928 | Time-Lat'n American ...... 976 119.0 3778 396.9 40,950 49.980 158.620 166.635 
ular : . eas 
5 Sehenit (Benich) 9.0 80 410 33.8 2.016 1.792 9,184 7,567 | ag tte Posie Fie alee ets 779 96.2 302.4 328.6 32,655 40,390 126,980 137,970 
Mecanique Populaire (French) 34.7 30.8 66.4 134.3 7,784 6,888 32,300 30,072 §Visao 135.0 110.0 436.3 380.3 56.700 46.200 183.260 159.740 
cme Pasier aeeaen” 25.6 one isi Pr a eae Bd B yon Mexican Edition .......... 150 158 44.3 45.8 6,300 6,650 18.620 19.250 

ica Popul ish) ' ‘ ' : ’ : Y : | , eee 
Popular Mekanit. (Swedish) 90 85 440 458 2016 1,904 9956 10,267 | SPanish Edition ........... nS OES OS ST | 

Reader’s Digest: ee ere 809.5 865.5 2,949.5 2,969.0 373,845 404,198 1,369,596 1,393,964 
Arabic ' 36.0 36.0 156.0 168.0 5,904 5,904 25,584 27,552  t Two issues in April 1958; three issues in April 1957. ¢ Four issues in April 1958; five issues in April 1957. § Be- 
Argentine .............-.. 395 620 237.0 2330 10829 11,286 39,494 38.766 came a weekly with the July 5, 1957 issue; four issues in April 1958 and two issues in April 1957. 


ABC Adds KIMA, Yakima ;of ABC Radio. The majority of 
Station KIMA, Yakima, Wash.,| the station’s network time report- 


which is already a CBS Radio af-| edly will continue to be devoted to 
filiate, has signed as an affiliate| CBS programs. 


ADVERTISEMENT 


Glenda the beautiful secretary 


“The boss likes to talk things over with me. So I can make 
up his mind.” 


Smart boss. Good secretaries help keep an office running 
smoothly. They help specify the supplies and equipment to do 
the job, too. That’s why, this year, 55 leading manufacturers 
of office products are advertising to 145,000 secretarial career 
women through ... 


TODAY'S SECRETARY magazine 
330 West 42nd Street, New York 36 * LO 4-3000 


Audits & Surveys Sets 5th 
Census of Retail Outlets 


Retail 
July. Solomon Dukta, president, 
announced that more than 20,000 
retail outlets will be covered to 
provide a nationwide count of (1) 
the total number of retail stores of 
various kinds, types and sizes; (2) 
the number of stores carrying a 
specific product category; (3) the 
number of stores carrying specific 
brands. 

Results will be broken down by 
type of store, geographical region, 


show manufacturers how widely 
their brands—and their competi- 


| 


product category covered. 


Audits & Surveys Co., New York, Robert Short to Head 
will undertake its fifth “National| P&G Productions Inc. 
Distribution Survey” in) 


Robert E. Short has been named 
manager of programming of Proc- 
ter & Gamble Productions, Cincin- 
nati. With this appointment Mr. 
Short, formerly an associate man- 
ager, assumes responsibility for all 
tv and radio programming activi- 


ties of the P&G subsidiary. He suc- | 


ceeds W. F. Craig, who left P&G 
some time ago to become a tv ex- 
ecutive with William Morris Tal- 
ent Agency. 


Two other program assignments | 
city size and store sales volume.| have been made by P&G Produc- 
Mr. Dukta said the survey will} tions. George R. Giroux, head of 


| 


the West Coast office, was appoint- 


| ed manager of West Coast pro-| 
tors’—are distributed. The basic| gramming; he will continue to 
fee has been set at $5,000 for each | operate out of Hollywood. In Cin-| 


| cinnati, Stanley C. Potter moves up 
|'from program supervisor to as- 
| sociate manager of programming. 


NBC-TV Promotes Wolff 


Ira Wolff, sales promotion spe- 
cialist for NBC Television, New 
York, has been promoted to man- 
ager of sales promotion of the net- 
work. Mr. Wolff replaces Ernest 
|Fladell, who has joined National 
Telefilm Associates, tv film pro- 
| ducer-distributor, as a presentation 
| writer. 


READY! Bring your records 
up te Jan. 1, '58 
BLUE BOOK BUS. PAPER ADVERTISERS 
Timely! Trend-indicative !! 
3-year space check. All '55-6-7. 
Over 1,000 pages of data. 
10,000 reconstructed ad schedules. 


wite BRAD-VERN’S Wootters 


Maryland 


a 


when INITIAL IMPAC 


expert engravings i 

can make good advertising  ;; 
look better...do a better 
selling job! 


- 


washington 


118 SOUTH CLINTON STREET 


. 


counts! 


ed 


ee 


. ROP. colar, tee! 


PHOTO ENGRAVING COMPANY 
. CHICAGO 6, ILLINOIS 


. FRANKLIN 2-6343 
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can ie _Krafits 


S50.00022 
Sueepstakes 
For just putting your name on an official 
entry blank you may win one of these prizes 
5 rirnes... Ford Thunderbirds or Country Squires 


| tor their tavorite restaurant [ ‘ . 
> eninen Hay 


Restaurant 


EAT OUT—Kraft Foods will use this color spread in Life in July to 

promote its second sweeptstakes contest for restaurant patrons. A 

color page in Look also is on the ad schedule. J. Walter Thompson 
Co. is the agency. 


‘VAC Starts Newspaper Unit 


| 


| 


The Verified Audit Circulation 
Co. has established a new news- 
paper division to audit circulation 


lof paid or controlled circulation 


community shopping ten > as 
The new division will begin opera- | 


/tions in Southern California, and 
|now has 34 newspapers to be au- 


dited for the first quarter of 1958. 
Harrison Joins Shea 
Georgia Harrison has joined 
Richard B. Shea Advertising, De- 


|troit, as secretary, treasurer and) 
/media director. Mrs. Harrison was} 


| 


formerly with Patten-Gille-Belt- 
aire, McCann-Erickson and Luck- | 
off & Wayburn, all in Detroit. | 


Anderson Adds Trust Co. 

The Union & New Haven Trust| 
Co., New Haven, has named| 
Merrill Anderson Co., New York | 


93 


Use the power-packed coverage of The Star to sell your 


goods in Montreal’s English market . . . most advertisers 
do . . . for the past six years The Star has carried more 
general linage than any six-day evening paper on the 
continent! 


The Montreal Star 


Represented nationally by O'Mara and Ormsbee Inc. 


‘agency, to handle its advertising. 


Kraft Steps Up 
Ads for Restaurant 
Sweepstakes Drive 


CuicaGco, May 13—Kraft Foods’ | 
second annual $50,000 restaurant 
sweepstakes promotion will begin | 
July 15 and run through Aug. 31, | 
with several changes designed to | 
get more restaurant participation. | 

The promotion is a good will | 
gesture by Kraft and does not di- 
rectly tie in with its product sales. 
Restaurant patrons who fill out 
entry blanks are eligible for draw- 
ings on five Ford cars, eight 
Aluma-craft boats with Johnson 
outboard motors, 16 RCA-Victor 
color tv sets, 20 RCA-Victor hi- | 
fi sets and 1,000 $10 meal tickets. 

Last year only autos were of- 
fered as prizes. The prizes were, 
varied this year to allow smaller 
restaurants to display the prize 
merchandise in their stores. To 
further hypo restaurant owners 
into doing more than merely 
making entry blanks available, | 
Kraft will give cash prizes to the 
restaurants where the winning 
entries are made. 


= Kraft will take a full color! 
spread in Life in July and a color 
page in Look in August for the 
sweepstakes, plus promotion on | 
the “Kraft Television Theatre.” 

Kraft will also offer mat mate- | 
rial to newspapers to promote tie- | 
in ads for local restaurants, deal- | 
ers who handle the prize items | 
and Kraft distributors. 

Last year more than 3,500,000 
people filled out blanks, Kraft. 
said. Robert S. Lochridge, mar- 
keting manager of the institution- | 
al and industrial department of | 
Kraft, said the results “far sur-| 
passed our greatest expectations.” | 

J. Walter Thompson Co, is the | 
agency. + | 


OAI Promotes Orr | 

Garrett P. Orr, associate art di- | 
rector, Outdoor Advertising Inc., | 
New York, has been named east- | 
ern art director to succeed the late | 
Joseph J. Campanaro. Mr. Orr has | 
been with OAI since 1933. 


Leckie Joins ‘Field & Stream’ 

John T. Leckie, formerly of 
Everywoman’s Magazine, has 
joined the eastern sales staff of 
Field & Stream, New York. 


Newton 


does 
at! 


See page 98 


She has places to go— but no way 
to get there—she is a multi-billion 


dollar sales opportunity 


Stranded by the one-car habit— 


13 million housewives should have and can have 
the freedom that comes with a second car! 


Thirteen million American fami- 
lies live in a two-car world today 
—but cling to one-car ideas. 


Each morning the family car van- 
ishes down the drive—leaving a quali- 
fied driver stranded at home. 

To these families a second car is a 
necessity. Shopping is no longer just 
around the corner. The school, the 
doctor, the club, the movie or the 
playground . . . these are no longer 
within walking distance. 

But, these families have been 
brought up to think that a second car 
is a luxury. 

They forget how much their world 
has changed. 

Millions of families climbing the 
income ladder are prisoners of Habit 
Lag—that pause when a family still 


clings to the habits of the lower in- 
come level which it has recently left. 


These families represent enormous 
opportunities. They have the need 
and the ability to buy. 
If only one in ten moved up to the 
two-car standard each year for the 
next decade, here is what it would 
mean to the automotive industry: 


As many as 1,300,000 cars sold 
every year over and above normal 
sales! An additional annual dollar 
volume in the neighborhood of two 
billions! 
Can the one-car Habit Lag be beaten? 
It can! A decade ago, Ford anticipated 


the coming of the “‘two-car family’ 
and began to hasten its development. 
They put new emphasis on station 
wagons and convertibles. They created 
a new marketing concept— ‘‘The 
Two-Ford Family.” 
Result? Over a million two-car 
families in the U.S. include a 
Ford. Over 140,000 families are 
“‘Two-Ford Families.” 
Habit Lag affects most industries. 
But it can be beaten by more effective 
marketing—beginning with products 
designed with sharper appeal and 
pursuing this appeal through every 
stage of manufacture and distribution. 
If you would like to explore the op- 
portunities that cutting down Habit 
Lag may offer in your industry, we 
would be happy to discuss it with you. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Hollywood, 
Washington, D. C., Miami, and principal international markets 
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Agencies Reaping 


as Ad Business in Mexico Booms 


Companies Invested 
$30-35,000,000 in ‘57; 
McCann Is Biggest Shop 


By Robert S. Benjamin 


Mexico City, May 13—In the 
many smart restaurants along 
Mexico City’s Paseo Reforma and 
Calle Niza—places like the Derby, 
Focolare, 1-2-3 and Delmonico’s on 
Calle Londres—much of the lunch- 
eon talk (after martinis, “muy seco 
por favor’) is about cost-per- 
thousand, test cities, copy plat- 
forms and the latest radio and tv 
ratings of the top ten shows. Ac- 
count executives and their clients, 
media men—and space buyers on 
Mexican Diner’s Club cards—make 
up a big portion of the clientele 
of these bistros. 

15 years ago there were fewer 
than six advertising agencies in 
Mexico, including the branches of 
two or three major U.S. agencies. 
Today the Mexican version of the 
American Assn. of Advertising 
Agencies, the Asociacion Mexi- 
cana de Agencies de Publicidad 
(AMAP), boasts 24 members and 
about ten agencies on the waiting 
list. 

With mushrooming population, 


es 
say 
“ae 


| ket might be in order. 
The United Nations’ estimates 
|}on Mexico’s population growth are 


Rich Harvest 


'as follows: 

| 1950 census ........ 25,791,000 

| 1960 estimate ...... 33,279,000 
000. That is plenty of pesos—37,-| 1970 estimate ...... 42,992,000 
500,000 to be exact. 1980 estimate ...... 55,500,000 


Right up in there—Bog Guilbert, 
who represents Stanley Resor’s 
interests in Aztec land, is not-a- 
sayin’—is J. Walter Thompson de/}2.000,000 of Mexico’s 
Mexico, estimated to be in the $2- 
$2,500,000 bracket. 


The economically active popu- 
lation, however, is estimated at 


6,000,000 
families. One of the most interest- 
|ing factors in Mexico’s growth is 
|the youth of its population. In a 
# If this, in Mexico, means a tre- recent market study, Vision dis- 


sidering the relatively low rates| ulation is under 20 years of age. 
of all media, the remarkable thing | 20 years ago the nation’s interi- 
is that there are about eight or/|or cities were unimportant in the 
ten other agencies in hot pursuit |national economic life; today there 
of the top three. are 20 cities with over 100,000 
Three well-managed, able Mex- | population and these areas con- 
lican agencies—Camacho & Orva- stitute 25% of the total population. 
nanos S.A. (Modelo Brewery, | However, despite increasingly suc- 
Elegantes cigarettes, airlines); |cessful efforts to spread industrial 
| Publicidad Agusto Elias (Bacardi,| development to other regions of 
Revlon, Philips Electric and Az-| the nation, the Federal District 
|teca Chocolate Co.) and Publici-| (Mexico City) has 15% of the na- 
|dad Interamericana (Pepsi-Cola) | tional population but over 30% of 
|—are all well above the $1,000,000 | the gross national product. 
|mark. 
| Close behind, in the $1,000,000) = Mexico has one of the highest 
‘range, is another Mexican agency,|beer and soft drink consumptions 
Anuncios Modernos, and in the/in the world (partly because of 
same billing category are branches | doubtful or scarce water supplies 
of U.S. agencies, including Young! in the interior). In 1957 Mexico 
& Rubicam, D’Arcy Advertising, | 


‘only 10,500,000, and involves about | 


mendous amount of billing, con-|covered that 51% of Mexico’s pop- | 


| Goce lo. alogria dll cxrmanal 


‘ 


od 


Pepsi-Cola 


nen eee aoceme 


|NEIGHBOR—Mexico is Pepsi-Cola 
Co.’s biggest market outside the 
U.S. and one of the few markets 
where it reportedly outsells Coke. 
In this ad, prepared by Publicidad 
Interamericana, carnival enthusi- 
asts are urged to celebrate with 
Pepsi. 


drank 770,000,000 liters of beer. 


about 180,000 cases per month. 
With the Mexican market be- 

coming more complex, and with 

more new products of every type 


One of the leading soft drinks sells | 
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being constantly launched, market 
research and marketing surveys 
have become more vital. Most of 
the major agencies have set up 
their own research departments; 
some are efficient, some are still 
operated on trial-and-error basis. 

For mass market consumer 
goods—soft drinks, aspirin tablets, 
soap and patent medicines—radio 
is by far the outstanding medium. 
20,000,000 Mexicans listen to the 
radio but it is doubtful whether 
more than 3,000,000 regularly read 
a newspaper. 

After radio, motion picture ad- 
vertising has probably become the 
favorite medium for these same 
products, followed by press and 
television. Of a reliably estimated 
325,000 television sets in the en- 
tire republic, 300,000 are in the 
confines of the Federal District. 


® As it has in the U.S., McCann- 
Erickson has been growing here 
very rapidly. Popular, expansive 


|'Roland (Ronnie) Welch, who came 


to Mexico several years ago from 
the research end of McCann do- 
mestic, runs a shop of 132 em- 
ployes in an attractively decorated 
one-floor suite in a new building 
next door to the U. S. embassy. 
The agency had to vacate for six 
months while earthquake repairs 
were made last year. McCann op- 
erates a wholly owned subsidiary 


|/Kenyon & Eckhardt and Grant) 
|Advertising. Dillon-Cousins, a) 


now about 33,000,000, and a rapid-|Mexico City-New York agency 
ly rising standard of living, adver- | with Latin American affiliates, has 
tising is striving to keep pace with) been making tremendous strides 
the market. The best guess is that|in billing and organization and in 
between $30,000,000 and $35,000,- | 1958 will bill an estimated $1,125,- 
000 was spent in 1957 in the pro-/|000. 
motion of goods and services. And! Robert Otto’s Mexican office is| 
about $18,000,000 of this went also billing about $900,000 yearly. 
through the hands of Mexico’s Publicidad General, a young agen- 
agencies. ‘cy in the durable goods field, has 

added several new accounts and 


= Front runners in the race,|20W bills about $800,000. 
among the agencies, are still the| Foote, Cone & Belding Inter- 
two U.S. titans, McCann-Erickson national operates an office with 
and J. Walter Thompson Co., along | 21 employes but acts chiefly as a 
with a Mexican-U.S. hybrid agen- | placement office for all of Latin 
cy, founded ten years ago by Ed- | America rather than being a Mex- 
ward Noble, and with no U.S.\ican agency. FC&B places such 
strings attached. He won’t even|accounts as Lockheed, _ Swiss) 
represent U.S. agencies on split} Watchmakers, TWA in Mexico but 
commissions. also as far south as Buenos Aires, 
Best estimates now put Mc-|and refuses to discuss its local 
Cann-Erickson de Mexico S.A. out | billings. 


in front with close to $4,000,000) 
in local billing, while Noble, with-|™ Before going back to look at 


Let’s be specific! 


South Florida’s First AR 


Area Study shows WTVJ 


7 


S 


out any U.S. headquarters to fun-| 


nel business to it, is remarkably 
close behind with at least $3,000,- 


these agencies again, and see what 
they are doing with all those pesos, 
a quick look at the Mexican mar-| 


total coverage. Channel 4 
has greater share of 


audience than all other 


South Florida stations 
combined! 


Ask your PGW colonel for new 
book “Dimensions”. .. WTV.J’s 
detailed analysis of ARB’s March 
area study for South Florida. It 
shows how WTV-J delivers solid 
audience in every one of South 
Florida’s 18 counties—total cover- 
age from Ft. Pierce to Key West! 
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Roland Welch 


agency in the northern city of 
Monterrey, Publicidad Nortena, 
which independently handles sev- 
eral important McCann accounts 
in that region (Anderson-Clayton 
and Carrier, among others). 

In the capital McCann’s major 
accounts include Coca-Cola, Nes- 
tle, Celanese Mexicana and Gil- 
lette. It has no automotive ac- 
count at the present time. Last 
year it briefly handled a big chunk 
of the Cuauhtemoc Brewery, one 
of the nation’s leading advertisers, 
but the relationship was _ short 
lived. In the meantime McCann 


feed 


Hudnut billing. Mr. Welch esti-| 
mates an 8% billing increase for 
1958. 

McCann’s media breakdown 
closely parallels that of its closest 
competitor, Noble Advertising. The 


ey 


aes 


95 


| “The advertising picture in Mex-|advertisers do either part or all of 
ico is changing completely,” says |their own jobs. The nation’s num- 
Mr. Noble. “As in the U.S., Mex-|ber one advertiser reportedly is 
ico is fast becoming a premium Colgate-Palmolive, which spends 
market. Advertising alone cannot|an estimated 40,000,000 pesos— 
|bear the weight of the product. . .|better than $3,000,000—each year. 


}| breakdown: Radio 55%, 


ily in their use of print and tv but | 


has added other accounts and is 
now branching into Central Amer- | 
ica, where it is handling Warner- | 


tv 10%, 
cinema 8%, newspapers 20%, 
magazines and other print 5%, all 
other 2%. 

Major agencies may vary slight- 


|premiums and other gimmicks are 
very important.” 

Backing his own convictions, 
client P&G puts a surprise gift 
(spool of thread, comb, plastic 
/|spoon, etc.) in each package of 
Star detergent—just like the old 
Crackerjack boxes. For Kimber- 
ly-Clark (Kleenex, etc.), Noble is 
i| holding a national raffle. 


the consumer goods radio never | 
gets less than 50% and often as| 
much as 60%. 


= Of all the admen in this coun- | | ; 
try, both Mexican and American, |= One of the outstanding of the 
none is more outspoken nor ap-| |purely “native” Mexican shops is 
parently more self-assured than|Clark; Du Pont, Hoover and Ad-| Publicidad Agusto Elias, managed, 
42-year-old, sports car enthusiast | miral Radio. since his father’s death several 
Ed Noble. After apprenticeship) Employing only 80, Noble’s two- Years ago, by 34-year-old Agusto 
with Sterling Drug and a hitch in |floor offices on Plaza Republica | Elias Jr. ; 
the army as a private during the|are by far the most luxurious of| Faced with a universal Mexican 
war, he returned to Mexico as an|any Mexican agency. Although|Problem of finding and training 
account executive with Agusto|Mr. Noble has a reputation od {oor (musical chairs among 
Elias. paying the best salaries in the|4g8ency employes in Mexico is 
In 1948, he set up Noble Ad-|business and giving his executives akin to that on Madison Ave.), 
vertising Co., with La Consolidada|more direct responsibility than Mr. Elias employs 42 people to 
Steel Co., Corn Products Refining|most of the other agencies, his| handle an estimated $1,380,000 in 
and Elizabeth Arden among his | shop is called by one junior execu- | billing, rarely goes out to solicit 
first accounts. Procter & Gamble /| tive “No Man’s Land.” Five of his|"€w business. Every account gets 
came into the shop in 1952 and at|top echelon, including his general| is personal attention and the 
that time was responsible for a|manager, Carmen Esperon, are|@8ency has chalked up an excel- 
major share of Noble’s total sais | seamaen These include two account |!ent record on keeping accounts 
ing. Now, however, he has 33 |executives on the P&G business, °F a long period. Mr. Elias has 
clients including Studebaker-Pack- |as well as his media and research | Probably done best in television. 


ard; Western Airlines; Kimberly- | director. n one recent month, three of 
| Elias’ five television shows placed 


Ed Noble 


ARB’s survey area 


one-two-three in the Mexican 
wr-- 
| Another agency, neither com- 
pletely Mexican nor U.S. by most 
standards, is Dillon-Cousins, now 
celebrating its tenth anniversary. 
Second only to Noble in the luxury 
of his offices, Luis Dillon, formerly 
| head of the international division 
|of FC&B, and before that for many 
years with McCann, has been 
pushing his agency rapidly into 


18 counties with retail sales of *2,466,271,000 


the foreground with such accounts 
|as Max Factor, American Home 
Products, Squirt and Eastern Air 
| Lines, which is spending liberally 
‘to promote its new luxury non- 
stop services to New York. 
SPECIFICALLY... special | @ Not all of the money spent on 
ARB tabulations show that (advertising is going through agen- 
‘ WTVJ delivers a net undupli- ‘cies. Three of the biggest national 


It divides this up among three 
agencies and handles a big part 
|directly. Most of Colgate’s expen- 
diture is in radio, with spots for its 
soaps, detergents, dental creams 
and hair preparations blanketing 
\the radio from coast to coast, and 
‘an ample supply of soap operas in 
between. 

A report on Mexican advertis- 
ing would not be complete without 
mention of Emilio Azcarraga, who 
controls all television in the Fed- 
eral District and a major portion 
of Mexican radio. 

Unlike the four major capital 
newspapers, Excelsior, Universal, 
|Novedades and La Prensa, all 
|highly competitive, all three chan- 
|nels on Mexico City television are 
controlled by Azcarraga’s Televi- 
centro. And the nation’s two major 
stations, XEW and XEQ, which 
cover the nation like the dew, are 
also owned by Don Emilio. This 
means, as one agency man points 
out, “Gentlemen, the line forms to 


the right for your turn for 
time.” + 
Lehn & Fink Plans Rolit Push 


A 20¢ coupon will be used by 
Etiquet Rolit roll-on deodorant to 
spearhead its summer promotion 
for the product. The offer will run 
in the June 1 issue of First Three 
Markets Group and This Week 
Magazine, in two-color half-page 
units. McCann-Erickson, New 
York, handles the Lehn & Fink 
product. 


Murphy Joins Basford 

James Murphy, who formerly 
handled technical and industry 
publicity for General Electric Co., 
has joined the pr department of 
G. M. Basford Co., New York. 


Brudno, Bailey Gets Peds 

Richard Paul Inc., Wilmington, 
Del., has named Brudno & Bailey, 
Westfield, N.J., to handle adver- 
tising for its Peds footwear. 


off) on a “‘viewed 5 days per week 
or more”’ basis: 


31.7% greater than Station “A” 


cated audience (sign-on to sign- 
( Fd & 


in 
| TFT 


ee eres! .. for 
NI — 
N And, on the same basis, between gd ne 
i‘ 6 pm and sign-off WTVJ deliv- 


a 


ersanet unduplicated audience: | 


~ 


ARB’s Findings 


Station share of audience, 
sign-on to sign-off, 
Sunday - Saturday 


Station “A” Station “B" 
33.9% 16.4% 


WIV) 
51.1% 


WTVJ MIAMI 
CHANNEL 4 a 2 


q 


38.1% greater than Station “A” 


i «low Cost 
\ 184.4% greater than Station 'B | web- offset 
broadsides 


Company, Long Bell Division 


print tabloids. These mailers were 


will be sent on request. 


HENRY 


.-- Including fast imprinting, 
drop shipping and mailing 


| For example: The International Paper 
dered 170,000 2-color, 16-page news- 


printed for 76 retail building mate- 
rial stores and, in addition to making 
many bulk shipments, thousands were 
mailed to rural routes and boxhold- 
ers just five days after the receipt of 
copy! The job required only three 
shifts on the press and all 76 imprint 
changes were made without stopping 
the press. A sample of this tabloid 


$50 INDUSTRIAL BLVD 


dealer helps 
MRS Re FE 


aes waht = <i 


or- 


im- 


@ From art to mailing 

@ Intelligent production 
counseling 

@ Finest multi-color 
web-fed offset 


@ Currently printing 
program sections of 
5 editions of TV Guide 
Magazine 


WRITE, WIRE, OR PHONE FOR SAMPLES TODAY 


We will gladly furnish estimates according to your specifications 


WURST, Inc. 


e KANSAS CITY 15, KANSAS 
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Farm Publication 
mee = Men Say Farmer 
ma = Prospers Today 


APA Sets PR Push to 
Show Farm Market Is 
Unaffected by Recession 


Cuicaco, May 13—The Agri- 
cultural Publishers Assn. has 
launched a pr campaign to con- 
vince advertisers and their agen- 
cies that (1) today’s. brighter 
economic picture on the farm— 
highlighted in recession—is not 
unusual or likely to change, and 
(2) the best way to reach the 
farmer to sell all types of goods 
is through farm publications. 

APA kicked off the campaign at 
a seminar here yesterday. Several 


Wiemers Bix 


Kelsey 


Edwards 

AG PUBLISHERS—William B. Wiemers, Farm Journal, president of the 

Agricultural Publishers Assn., kicked off a promotional campaign 

for farm publications at a Chicago seminar. Ira Bix, Farm Journal, 

is chairman of the APA committee on public relations and research. 

Ray Kelsey, Capper-Harmon-Slocum, is vp of the association, and 
James Edwards, Prairie Farmer, is treasurer. 


dozen seminars will be held around 
the country in the coming months. 
The campaign, run on the regu- 
lar $200,000 association public re- . 
lations budget, will center around | accurately depicts the 
a brochure and press releases | farm economy. 
aimed at trade publications. If a| “We are not so happy about any- 
promotion budget increase is|One thinking that present condi- 
granted at the association’s fall|tions are unusual, or perhaps 
meeting, paid space in advertis-|temporary,” Mr. Wiemers added. 


ing trade books also may be used. 


8 William B. Wiemers, vp of Farm 
Journal Inc., president of the as- 


iati : : sa erpetuate a false image: 
sociation, said recent stories of | *@¥5: Pe™P g 


natural 


While the farmer did go through! income is $11.9 billion, while si- 
his own recession in 1954-57, he|multaneously reporting that total 
said, today’s healthy picture more|farm family spending is $40 bil- 
normal | lion.” 


e Publicity linking farm people to 
disasters establishes an 
image of an eternally suffering 
farm citizenry. 


To establish the picture of farm|e Reports on political storms over 
families as buyers of consumer |subsidy, surpluses and shortages 
goods, the campaign will hit at|“beclouds the farm family’s true 
five factors which, the association | propensity to buy, relative to that 
| of other consumer groups.” 


perience in recent months shows | 
that agriculture is virtually reces- 
sion-proof, while other so-called 


|basic industries are proving vul-| 


nerable to even minor economic | 
| disturbances.” 
|e The share of dollars spent by | 
|farm people in urban markets is 
not fully recognized. 
| The APA’s promotional bro- 
chure interprets a booklet on) 
farmers’ expenditures for 1955, re-| 
|}cently published by the Depart- | 
ment of Agriculture and tells how | 
the farm publications can help| 
the advertiser get his share of! 
those dollars. 


HARVESTER REPORTS 
SALES RENASCENCE 


CuHiIcaco, May 14—International 
Harvester Co. this week estimated 
a 5% increase in farm equipment 
sales for the six months ended 
April 30 over the corresponding 
period last year, despite a 7.7% 
drop in the first half of the period. 

Mark V. Keeler, vp of the com- 
pany’s farm equipment group, said 
domestic farm equipment sales in 
April were the largest for that 
month since 1955. He said the larg- 
est gains in farm equipment sales 
during fiscal 1958 have been in the 
category of major harvesting ma- 
chines, such as harvester-threshers 
and hay balers. + 


} 
| 
| 
| 


S. F. Adclub Elects Hill 

Robert G. Hill, manager of ad- 
vertising of the Columbia-Geneva | 
division of U. S. Steel Corp., has | 


the upturn in farm economy give|e Income and marketing statis-|e Agriculture’s status as a truly |been elected president of the San) 
the impression that agriculture is | tics are confused. “One source re-|basic industry is not fully re-|Francisco Advertising Club. He 


normally a low income industry.|ports that total net farm family |alized by marketing people. “Ex- 
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announced last month by 
3 major builders. 
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succeeds N. F. Lawler, vp of| 
Foster & Kleiser Co. Mr. Hill was 
named industrial advertising man 


Robert G. Hill 


J. G. Motheral 


of 1957 by Industrial Marketing. 
Other new officers include J. G. 
Motheral, San Francisco manager | 
of Batten, Barton, Durstine & Os-| 
born, vp; Patricia Russell, manag- | 
er of the Ames Personnel Bu- 
reau, secretary; and Harry F. Bor- 
don, Bordon Printing Co., treas- | 
urer. 


Scott Promotes Reynolds | 

John A. Reynolds has_ been) 
elected exec vp of Scott Inc.,| 
Milwaukee. He has been associ- | 


ated with the agency since 1950. 


s the Eiffel tower 


ALLEST SELF-SUPPORTED TOWER IN THE WORLD 
TED AT BROADCASTING HOUSE, KANSAS CITY 
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Robinson 


CARTB EVENTS—R. M. Robinson, Canadian General Electric Co., Toronto, presents the 
Col. Keith S. Rogers Memorial Award to W. E. Jeynes, CHCH-TV, Hamilton, Ont., dur- 
ing ceremonies at the Montreal meeting of the Canadian Assn. of Radio & Television 
Broadcasters. In the center photo speakers at a three-hour radio workshop are shown 
with Howard C. Caine, workshop chairman. They are Donald McGannon, Westing- 
house Broadcasting Co., New York; Worth Kramer, WJR, Detroit; E. R. Fisher, Pepsi- 


McGannon 


Jeynes Fisher 


Canada Broadcasters 
Hail CBC’s Demotion 


(Continued from Page 1) 
CBC’s over-all powers over broad- 
casting. Main complaint has been | 
simply that the CBC should not 
be governing the operations of| 
broadcasting in the country when | 
the CBC itself was an operating) 
body. 

The CARTB—which, by the 
way changed its name to the 
Canadian Assn. of Broadcasters at 
this meeting—is now waiting for | 
legislation to go through to start 
a new life. 


when the government is being 
called upon to find funds to carry 
on and expand its many vital 
functions. 

“At the same time the state sys- 
tem, in the opinion of many, is 
gradually ceasing to perform the 
functions for which it was origi- 
nally intended. It has become 


|more commercial and a substan- 


tial importer, especially in tele- 
vision, of American programs. Es- 
sentially it is quite like what a 
private national network organi- 


|zation would be if one existed,” 


# Rebirth, among other things, | 
will mean a renewal of the strug-| 
gle to change present legislation 
which does not permit competitive 
tv stations except in a few cities. 

CAB members are fully con-| 
fident that this great postwar 
dream will soon become a reality. 
Many feel this is even implied 
in the government’s intention of| 
forming a _ separate regulatory 
body. 

A CAB statement following the | 
announcement of the speech from 
the throne pointedly states: “It 
now appears that those objectives 
advocated by the Canadian Assn. 
of Broadcasters will be imple- 
mented.” 

In many cities in which only 
one station is in operation—a 
CBC station—there is no room or 
opportunity for a private broad- 
caster or for the merchandiser 
who is also shackled by the pro- 
gramming schedule of the nation- 
al network. 


# On the question of networks, 
though, a very strong note of cau- 
tion was expressed by some dele- 
gates, although a few broadcasters 
ventured an opinion that cer- 
tain private operators are ready 
now to establish radio and tv net- 
works. Whether there would be 
national or regional networks could 
not be established. 


@ The broadcasters’ hope for a 
private network competitor to 
CBC and for a revision of the 
regulatory radio-tv structure in 
Canada was voiced by Vernon Dal- 
lin, president of the association. 

“I don’t need to remind you 
that there is a completely changed 
atmosphere in Ottawa and in the 
two major political parties,” he 
said. “There is also a new atmos- 
phere for broadcasters. The rapid- 
ly rising cost of the state-owned 
broadcasting system is of great 
concern to any party or adminis- 
trator. This is happening at a time 


Kramer 
Dobrinsky 


Caine 


Clarke Bertram 


ronto, chairman of BBM’s advisory committee. 


Cola Co. of Canada, Montreal; Kenneth H. J. Clarke, 
ada, Toronto, and Ben Dobrinsky, Steinberg’s Ltd., Montreal. The photo at the right 
shows the presentation of silver platters for long service with the Bureau of Broadcast 
Measurement. George Bertram, Swift Canadian Co., Toronto, presents awards to 
Charles R. Vint, honorary president of BBM, and Horace N. Stovin, Stovin-Byles, To- 


Vint Stovin 


International Nickel Co. of Can- 


|easters? Cautiously, Mr. Allard; 


refused to look far beyond the E, F, McDonald Jr., 
present session of Parliament. . 
Zenith Founder, 


“Let’s get a separate regula- 
tory body first,” he stated. “We've 


been fighting for this for years.” | Ts Dead at 72 


Radio Workshop | May 16—Eugene 

r : McDonald Jr., 72, board chairman 
# The relation of radio to mer- of Zenith Radio Corp. and a pio- 
chandising was discussed by Ben |neer jn the electronics industry, 
Dobrinsky, director of advertising, died last night in Billings Mem- 
Steinberg’s Ltd., who detailed the | orial Hospital. He had been ill 
grocery chain’s experience with | since last December. 


the medium. Familiarly known as “the Com- 

“We use it to sell brand name! mander”—he attained the rank of 
products, products that are as fa-|jieytenant commander in World 
miliar to our customers as the war I—Mr. McDonald was born 
|Canadian dollars they carry in| j;, Syracuse, N. Y. He became 
|their purses. Our stores stock over interested in the electrical and 
|5,000 products—3,000 of them are) mechanical field at an early age 


brand names. and had developed a business in- 


CHICAGO, F. 


strongest advocates of pay tv. 

In 1940 he established WEFM, 
the nation’s oldest fm station. In 
1943 Mr. McDonald started a cru- 
sade to lower the cost of hearing 
aids by introducing a hearing aid 
for $40, about one-fourth the price 
of other devices then being sold. 
After a few months Zenith be- 
came the world’s largest manu- 
facturer of hearing aids. 

Until his recent illness Mr. Mc- 
Donald played a major role in 
Zenith’s advertising and market- 
ing plans. Although he built a 
strong management team and al- 
lowed his younger executives 
much leeway in advertising deci- 
sions, it was well known that all 
major Zenith ad themes were 
approved by Mr. McDonald. 


Mr. Dallin continued. jin merchandising our perishable 
Mr. Dallin said that Britain has| products such as meats, fruits 


|got “not only more but better tel-| and vegetables, bakery and dairy 


evision” as a result of private) 
competition. 


products—for these are the prod- 
ucts that make the difference be- 
tween the ordinary and the out- 


s “This leads to the belief if any|standing supermarket! 


“Radio plays an important role} 


|stalling and repairing electric door 
|bells by the time he entered high 
| school. 

He left high school after two 
|years to become a factory worker 
in the Franklin Automobile Co. 
and later became southern sales 


Samuel Youngheart, 
Warwick & Legler 
VP, Is Dead at 65 


New York, May 13—Samuel O. 


‘mature, responsible group of pri-| 
vate citizens comes forward with 
a specific, workable plan for a net-| 
|work to link all sections of Can- 
|ada, 


it would be performing a 
great public service,” he said. 

“Secondly, the realization has 
been growing in both major polit- 
ical parties and amongst govern- 
ment administrators that the reg- 
ulatory structure of Canadian 
broadcasting needs to be over- 
hauled ... The two major recom- 
mendations of the Fowler Report 
were a new regulatory structure 
and the licensing of competitive 
television stations. 

“Some people believe that these 
recommendations are hedged with 
a series of unworkable and im- 
practical suggestions. But let 
there be no mistake about this: 
We are now going to get com- 
petitive television licensing, and 
we are going to get a new regu- 
latory board,” Mr. Dallin assured 
the broadcasters. 


a T. J. (Jim) Allard, exec vp of 
CAB, was obviously elated at the 
news from Parliament Hill and at 
the renewed enthusiasm of the 
long-suffering membership. 

“The speech from the throne 
and indications of new legislation 
ahead have established a new pic- 
ture in Canada’s broadcasting,” he 
said. 

“It removes the ghost of Sir 
John Aird, who in 1929 recom- 
mended the complete nationaliza- 
tion of broadcasting in this coun- 
try. His original idea was to have 
the CBC absorb all private radio 
stations in Canada. Now that 
idea is dead.” 


s What’s ahead for private broad- 


o I | manager. He joined Imperial 
a We use it for new store open-| wotor Co. in 1910 as sales man- 
|ings, special events, public rela-|.5or jeaving the company to come 


tions and sales promotion. Yes,|t 9 Chicago to distribute an auto- 
and we use radio to communicate | »obile self-starter. 


vital messages to our personnel | 


during ‘special conferences and) [ny 1912 Mr. McDonald launched 
campaigns,” he continued. an innovation in the auto industry 


= K. H. J. Clark, manager of Ca- | —the sale of commercial cars on 
nadian sales and market develop- | time payments. He set up a com- 
ment, International Nickel Co. of | P@"Y aimed at small business men 
Canada, described how radio can | to sell them cars on time pay- 


be used to promote social accept-| ments and soon was handling 
ance. |more than 20,000 cars a year. 


“This, we believe, is best ac-| Im 1921 Mr. McDonald joined 
complished by reporting facts rel-| forces with two young radio ama- 
ative to our business—by describ-|teUrs, Karl Hassel and R. H. G. 
ing advances in mining techniques;|Matthews, who had formed a 
by announcing new processing partnership called the Chicago 
discoveries; by discussing new ap-| Radio Laboratory and were mak- 
plications of nickel and nickel al-|i"&8 and selling radio receivers. 
loys; by making known our schol-|Mr. McDonald provided capital 
arship and other public welfare|@2d promotion, and became gen- 
programs. . . eral manager. They formed the 

“The dissemination of factual|Zenith Radio Corp. in 1923 with 
information is vital to the fulfil-| Mr. McDonald as president. 
ment of the responsibility of a| Mr. McDonald established the 
large corporation. It is silence that|Country’s first broadcast station— 
breeds suspicion,” Mr. Clarke as-| WJAZ, Chicago—in 1923, and then 
serted. founded the National Assn. of 

Broadcasters, which he served as 
® Mr. Dallin, CAB’s new presi- 


: L president for the first two years. In 
dent, is assistant manager of CFQC,| that capacity he was a pioneer in- 
Saskatoon, Sask. The new radio vp|the development of commercial 
is Phil Lalonde, CKAC, Montreal, 


é ; sponsorship as a means of fi- 
and the new tv vp is Geoff Stir-|nancing station operation. 
ling, CJON-TV, St. John’s, Nfld. # 


® The Zenith head began experi- 


Youngheart, 65, vp of Warwick & 
Legler, died May 11 of a heart at- 
tack at his home here. 

Born in Montreal Mr. Young- 
heart graduated from McGill Uni- 
versity and came to the U.S. just 
before World War I. During the 
war he served as a captain of in- 
fantry in the U.S. Army. 

Following the war, he became a 
copywriter for N. W. Ayer & Son, 
Philadelphia. Later he worked for 
the old Frank Seaman agency and 
also for H. W. Kastor & Sons Ad- 
vertising Co. in New York. In the 
early 1930s he was an advertising 
salesman for The American Week- 
ly, in Chicago. In 1934 he joined 
Warwick & Legler as an account 
executive and subsequently was 
made a vp and director. 

When Harry S. Truman was in- 
augurated President in 1949, Mr. 
Youngheart was appointed to han- 
dle the inauguration publicity and 
to “inform the public as to the his- 
tory, tradition and significance of 
Presidential inaugurations as a 
symbol of national unity.” 


JAMES D. DOLE 

HONOLULU, May 14—James D. 
Dole, 80, founder and, until 1948, 
board chairman of Hawaiian Pine- 
apple Co., died of a heart attack 
at his home here today. 

Born in Boston and graduated 


Stockton, West Elects West 

Ranald S. West has been elected 
chairman of the board of Stockton, 
West, Burkhart, Cincinnati, suc- 
ceeding William Z. Burkhardt, who 
becomes chairman emeritus. Mr. 
West, formerly senior vp, contin- 
ues as creative director, head of 
the plans board and copy chief. He 
was one of the founders of the 
agency in 1936, 


mental work on television in 1931,|from Harvard in 1899, Mr. Dole 
and at the same time established | began Hawaiian Pineapple Co.— 
research on finding a method of; and the whole Hawaiian pineapple 
subscription tv, because of his|industry—in 1903 when he gained 
conviction that advertisers would| financing to can and export the 
not be able to finance new motion | fruit, which previously had not 
pictures and other features on tv.| been regarded as a money crop. 
He demonstrated the first pay tv| He headed the company as chair- 
system in 1947, conducted a lim-| man of the board until 1948. The 
ited test for Phonevision in 1951| board chairmanship has remained 
and has since been one of the| vacant ever since. # 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and 5; 


i paces 
two lines for box number. Closing deadline: Copy in written form in 


line; u & lower case 40 line. Add 


hicago office 


no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Marlton Ave., Los 
Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 

ing publication date. Display classified takes card rate of $17.75 per column 


inch, and card discounts, size and frequency apply. 


_ AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING DEC. 31, 1957 


HELP WANTED 


40,429 


HELP WANTED 


ART DIRECTOR 
Young, Aggressive - Strong on Creative 
Layout & Ideas—able to make customer 
contact and assume responsibility for co- 
ordinating and building Art Dept. for fast 
growing and progressive litho Plant in 
the Midwest. Good working and Living 


ADVERTISING SPACE SALESMAN 
Chicago office of fast growing national 


POSITIONS WANTED 


POSITIONS WANTED | 


Advertising Age, May 19, 1958 


REPRESENTATIVES WANTED 


AE OR AD DEPT. 


MARKETING 


|9 years experience. Over 5 with agency | Ready to put 8 years of Consumer Mar- 


copy and production. Experience in mar- 
ket studies, research and surveys. Age 
35, married, will relocate anywhere. Will 
send resume immediately. 
Box 1528, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CONTROLLER and/or 
OFFICE MANAGER 
Available now, competent man strong in 


trative management. Over 10 years ex- 
perience. Now in NYC, will consider 
relocation. 

Box 1533, ADVERTISING AGE 
| 480 Lexington Ave., New York 17, N.Y. 


FARM EDITOR—WRITER 


|girl magazine serving expanding market. | magazine, Newspaper, PR, Radio Farm 


conditions—Salary $6,000—8,000. Send Re- | 


sume. 
Box 1520, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 7-2255 
Account Executive wanted for Chicago 
Advertising Agency specializing in indus- 
trial and trade publication accounts. We 
want competent man looking for a per- 
manent spot in an established agency 
with own complete creative facilities. 
Write 
Box 1519, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOLENE 
Editors Public Relations 
COpPYwriters once Advg. Managers 
Artists ...... Media ......Productiecn ...... Service 


“All is grist, which comes to our mill” 


Andover 3-4424, 105 W. Adams St., Chgo 3— 


Opportunity For A 

SPACE SALESMAN 
For 11 state area, working in and out 
of Chicago office. Proven record of sell- 
ing advertising space to manufacturers 
in the Electronic Industry desirable. 
A responsible position with an _ estab- 
lished publisher. Salary and over-ride. 
Call Saginaw 1-9844, Chicago, and make 
appointment for interview with General 
Manager from home office. 


Excellent opportunity for ambitious man. 

Several years space sales experience re- 

quired. Salary, incentive plan, benefits, 

— expenses. Webster 9-2212 Chicago, 
nois 


OPPORTUNITY IN FLORIDA 
FOR A WRITER'S WRITER 


| 
If you like to build ads and write them, 


have had three to five years’ agency ex- 
perience under a good copy chief—maybe 
you’re ready for this spot. It could lead 
rapidly to the top creative post in one of 
Florida’s best agencies. 
young—25 to 30, personable, alert and 
eager to polish and perfect your work 
under our guidance. Send complete de- 
tails first letter with recent photo. 


Box 1540, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


You should be| 


ACCOUNT EXECUTIVE 


Twenty-five year old Michigan Ave. 
Agency with complete facilities is 
seeking account man with business. 
Here's your opportunity to increase 
earnings, to be relieved of non-pro- 
ductive details and to enjoy greater 
security. Owner also‘ willing to offer 
a share in the business to right man. 
All replies will be treated in strictest 
confidence. Write: Box 933, Adver- 
tising Age, 200 E. Illinois St., Chicago 
11, Illinois. 


ACCOUNT EXECUTIVE 
Progressive AAAA agency needs experi- 
enced account executive. Outstanding op- 
portunity for aggressive young (30's) 


man with sound agency background. Send | 


complete details, 
quirements in first letter. All replies will 
be acknowledged. 
Box 1541, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 

209 Se. State St. HA 7-1991 Chicago 


including salary re-| 


| 


| 


LAST CHANCE! Mktg. research exec., 
major food advertiser. Chicago. Re- 
search-agency or advertiser exper. 
preferred. All techniques including 
consumer; practical knowledge mktg. 

s 


$14-$16M 
P.R. SENIOR DIR., big agency. to $15M 
(and a hot junior)— © $10M 
Al RETAIL LAYOUT ARTIST. 
2-city studio. Chicago. 
No fashion. Man or woman. $10M 


GLADER CORPORATION 


ion Harris, Dir. Adv. D 


D iv. 
110 8. Dearborn CE 6-5353 Chicago 


| Director, photog, experience. B.S. in tech 
ag, ag journalism. Age, 36. 
R. J. PEPOON 
1651 E. Newton, Milwaukee, Wisconsin 
HAVE TALENT—WILL TRAVEL 
| Top name, West Coast graphic designer 
|seeks $25,000 per year. Staff or A.D. po- 
| Sition. Samples & resume on request. 
Box 1542, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 


| Office Mgr.-F.C. Bkkpr; career woman- | 


33; 12 years Graphic Arts. Exp 
|methods, budgets, taxes, fin reports. 
Good judgement, hire, train, supervise; 
able to handle heavy volume detail. Box 
AA 340, 125 W. 41 St., NYC 

Agricultural Advertising! Grass root 
knowledge of what makes farmers buy. 
|My account executive and advertising 


mgmt 


manager experience gives two-way clear | 


|}understanding of campaigns that sell. 
Top responsibilities in feeds, antibiotics, 
insecticides, fertilizers. Will relocate for 
| growth opportunity. Write for resume. 
Box 1544, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
VET, 26, MARRIED, BA DEGREE. 
|Expr. catalog page layout, copywriting, 
pasteup. Knowledge graphic arts, photog- 
|raphy. Mechanical aptitude. Creative. De- 
sire job in small agency. $90-100 wk. 
Box 1543, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WANT SOUND FARM ADVERTISING? 
Seek greater opportunity to utilize many 
unused, well-founded farm advertising 
ideas. Excellent agricultural background. 
Advertising Manager past 5 years for 
large national fertilizer producer. Agron- 


quirement: $8,500 to $12,000. Good refer- 
ences. For full resume write: 
Box 1545, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Aggressive Young Space Salesman De- 
sires Wider Opportunity. Four years sell- 
ing experience. Two College Degrees. 
Excellent References. Chicago based, will 
travel. $8-10,000. 
Box 1546, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WHAT MAKES 


atop 


MARKETING MAN? 


Ambition? Yes. Broad interest in marketing, advertising, 
sales promotion? Yes. Leadership ability? Yes that, too— 
but none of these qualities pay off unless they are de- 
veloped, and we know how to develop them. Our company 
—the largest in several consumer product fields—is suc- 
cessful only because of the people we develop and promote 


from within. 


Our formula is this: You start immediately with chal- 
lenging assignments matched to your present ability. You 
will have a responsible position within the broad field of 
marketing-advertising-sales promotion. Representing the 
Advertising Department, you will also contact other de- 
partments and our advertising agencies. 

But the quickest way to become a top marketing man 
is to work with top marketing men. That is the finest 
training we can offer—and the most valuable experience 


you can acquire. 


Before we screen you for these jobs, we’ll give you the 
opportunity to ‘‘screen’’ us. If you are a college graduate 
between the ages of 21 and 30 send for complete informa- 
tion about the department, the company and your future. 


MAIL THIS COUPON FOR COMPLETE INFORMATION 


Mail to 
BOX 132 


200 E. Illinois St., Chicago 11, Illinois 


Please send me information on career opportunities in your Advertising 
Department and enclose an application form. 


ADVERTISING AGE 


1 received a from in 

(degree) (school) (year) | 
Name | 
Address 
City State 


ACCOUNT EXECUTIVE 
with copy and media background 

Here is the man you'll want to interview 
for sure. Ten years with Chicago offices 
of nation’s largest agencies in broadcast 
and total billing. Food, appliance and 
beverage accounts. Alert to added punch 
merchandising can give at point of sale 
Expert at presentations and client meet- 
ings. 

Presently employed. Associates know he’s 
“‘looking’’ for new opportunities agency 
contact or adv.-P.R. mgr. large company 
Prefer Chicago. Minimum $20,000. Box 
133, Advertising Age, 200 E. Illinois St., 
Chicago 11, Illinois 


ad agency financial, office and adminis- | 


omist, 31 years old, married. Salary re-| 


A TIMELY MESSAGE 
TO ADVERTISERS 
and AD AGENCIES! 


A most favorable market has brought 
me an unusually fine crop of advertis- 
ing, sales promotion, merchandising, 
marketing, public relations and re- 
lated manpower, at all levels. 

If you are planning additions or re- 
placements to your current staff, why 
not let me know your needs, so | can 
submit qualified people for your con- 
sideration. 

No obligation, of course. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. - Chicago - WA 2-4800 


PRODUCT ADVERTISING 
SUPERVISOR 


Opportunity in advertising de- 
partment of a major building ma- 
terials manufacturer. 


This position involves planning, 
budgeting, writing and merchan- 
dising of all types of collateral 
material, including promotional 
literature, direct mail, point-of- 
sale displays and sampling pro- 
grams, for several important 
product groups. New products and 
new selling potentials continually 
yield new opportunities for cre- 
ative ideas and initiative. 
Although actual writing may not 
involve more than 20-40 percent 
of the job’s time, a basic ability 
and experience in collateral copy 
is required. 

If you are interested, please write 
with résumé to Box 136, ADVER- 
TISING AGE, 200 E. Illinois St., 
Chicago 1i, Illinois. 


as copy-contact on various accounts in-|ket Research, Sales & Management Con- 
cluding industrial and farm. Strong on | sultant experience to work 


| EXPERIENCE, IN ALL TYPES OF AD- 


| Young man with exciting copy & promo- 


in a chal- | 
lenging position. Age 30. Interested in| 
Marketing or Merchandising position in 
N.Y. area. 
Box 1547, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
TOP CONTACTS & SUPERIOR SALES 
ABILITY AVAILABLE TO PUBLISHERS 
Young, successful, hard working & crea- 
tive rep. wishes to represent good trade 
magazine in N.Y.C. & North East. Excel- 
lant company & agency contacts. Out- 
standing record, many years experience, 
college, commission basis. Send recent 
issue with reply. 
Box 1548, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MAN, 47, WITH 21 YEARS, HARD SELL 


VERTISING SEEKS OPPORTUNITY TO 
PROVE HE CAN BE THE BEST SALES- 
MAN ON YOUR STAFF. CONTACTS 
IN COMPANIES AND AGENCIES 
THROUGHOUT U.S. AND CANADA. 
Box 1549, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.¥. 
ART DIRECTOR-LAYOUT ARTIST — 
Desires position with smaller agency in 
a medium size city. Interested in going 
up the ladder to a solid future to 
earned. Ideas, layouts, comprehensives. 
Available now. Salary $10,000. 
Box 1550, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


VALUABLE VERSATILITY 


tional ideas, & a solid production back- 
ground. Box 27J 192, ADVERTISING 
AGE, 4041 Marlton Ave., L.A. 8, Calif. or 
eves NO 3-1549 


A.E. WITH CLIENT/AGENCY EXP. 
Solid exp. on both sides of fence. A.E., 
A.M., Creative, Mkt’g., new  business- 
Exc. References-Vigorous 30's. 

Box 1516, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


CONSUMER RESEARCH 
3 yrs. exp. nat’l. indep. res. firm. All 
phases research: proposal, questionnaire 
design, field, tabs, analysis, final rpt. 
Exp. all techniques; client cont.; travel. 
Ad exp.: prod., rough layout, copy (re- 
tail). Married, 27, Chgo. Will relocate, 
pref. SW, W. You read this, you need me. 
Box 1551, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


4A-AE. 10 year agency exp., variety of 
cons. products. Resume ready now. 
Box 1536, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Ad Mer. Ten years of national 
product experience—all media. 


Bex 1537, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


cons. 


BEER AND LIQUOR 
MARKETING EXPERT 
AVAILABLE SOON 


15 years experience with top com- 
panies in the field. Agency and client 
experience. Also strong in Supermar- 
ket and Chain merchandising foods 
and packaged goods. Currently em- 
ployed as Agency Account Supervisor. 
Salary bracket $20,000+. Box 134, 
ADVERTISING AGE, 480 Lexington 
Ave., New York 17, N. Y. 


AGENCIES %& kk 


Here's Your Chance * 


to Get Into Orbit 

With Space near the Stars 

at HOLLYWOOD & VINE * 
Leading Ad Agencies, including nu- 
merous major 4-A agencies, are in 


these two buildings. Why not join 
them with your choice o 


f space in 
either the Hollywood Equitable Bldg. 
or the Taft Bidg.? 

Write - Wire - Phone 
THE BEN HECHT CO. 
1680 North Vine St., Hollywood, Calif. 
HOllywood 4-4111 & 


WANTED: PUBLISHER'S REP— 
CHICAGO 


Industrial publisher needs representative 
to cover Chicago area. Prefer individual 
but will consider a team operation. Vol- 
ume on present publications can be ex- 
panded substantially and new title com- 
ing shortly make potential income of 
major importance. Write complete details 
of your operation and include names of 
present publishers. 
Box 1552, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES AVAILABLE 


Ady. Sales Mgr. of prominent national 
magazine is going inte the publishers rep 
business. Brilliant space sales record 
through creative selling has developed 
many unusually fine contacts in Chicago 
and New York. Commission basis, will 
include billing, collections and promo- 
tional assistance, if desired. Excellent 
references. Send copy of your publica- 
tion with reply to: 
Box 1553, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


Book Wanted 

To Buy or Borrow 
“HOW TO WIN A SALES ARGUMENT” 
Published 1935—Harper & Bros. 
Written by R. C. Borden & A. C. Busse 

Stuart G. Phillips 
% The Dole Valve Company 
6201 Oakton Street, Morton Grove, Ill. 
Phone: Rodney 3-5000 


CHICAGO OFFICE SPACE 


BY narsduhs shonin’ 6560s Entire Fourth Floor 
WH 1,000 sq. ft. 
4 Y with 5 private offices. 
Yj Completely 


alr conditioned 
Receptionist 
Automatic elevator 


National Sporting 

Goods Association 

716 N. Rush St., 

Chicago 11, tll. 
DE 7-3870 


Retirement 
of Senior Principal 


... brings unusual 4-A Chicago 
agency opportunity for seasoned 
advertising man, now probably 
top-level executive with agency 
or substantial advertiser. Excel- 
lent profit-sharing, and retire- 
ment. Ownership possibilities. 
Completely confidential. No. 3rd 
parties. 


Box 131, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


_ BACON KNOWS” 
MAGAZINES! 


we aes >- 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines—a complete 
blanketing of the American magazine 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete service for magazines. Best 
coverage, fastest service, highest 

accuracy. 
* BUSINESS * FARM 
* CONSUMER 


- "Send for Booklet No. 
_” “How Business Uses Clippings 
BACON'S CLIPPING BUREAU 
14 E. Jackson Blvd., Chicago 4, IHinois 
WA bash 2-8419 


Almost 


everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
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Advertising Age, May 19, 1958 


ADVERTISING 
We handle your employment problem 
confidentially and effectively. 
MARKETING DIR. .............. $15,000 
Sales Prom., distribution to 
O.E.M.s Automotive Products. 
AGENCY MANAGER ............. $12,000 
Expd ‘et Exec., Administrator 
Applian and indust. accounts. 
ACCOUNT .XECUTIVE 
Assist ir acco int supervision 
Client Cuutact. 
ACCOUNT EXECUTIVE .......... $11,000 
Indust. Bkgd. Agency exp. 
Engineered products. 
COPYWRITER 
Agency Bked. in Consumer Copy. 
Excellent opportunity. 
ADVERTISING MANAGER ......... $9,500 
M.E. Degree for Mfr. Heavy 
Machinery. Can advance rapidly. 
B. L. Clem 
Advertising Consultant 


IMPERIAL PERSONNEL 
37 S. Wabash Ave., Chicago 3, FR 2-4233 


$11,000 


Fine, Fast, Fairly Priced Photography — 


pics 


photographers 
DEARBORN 2-1062 


107 N. LASALLE, CHICAGO = ILLINOIS | 

| 

PUBLICITY COMMERCIAL | 
CONVENTION INDUSTRIAL 


FREE CATALOG 
Contains hundreds of businesses, farms 
and income properties throughout U.S., 
Canada. Specify type and location de- 
sired. Deal direct with owners. U.|I. 
Buyers Digest, 1608 Hillhurst, Dept. AA, 
Los Angeles 27, Calif. 


IF YOU SELL TO THE FARMER: 


Are you tired of using the same old stock | 
photos of farm animals? Then you should 
see my new agricultural art service. You | 
receive monthly a packet of fresh, power- 
ful, ALL NEW farm animal drawings for 
only $12.50 per packet. Write to me TODAY 
for free inspection of this entirely new 
idea in farm art. 


JOHN ANDREWS 


poultry livestock artist 


1504 Dodge * Omaha, Nebr.” | 


SPECIAL DELIVERY, SIR! 
Professional Package 
Public Relations 


Contains high-powered man 
who: 
Directs PR for national multi- 
product food firm 
Directs national product pro- 
motions, merchandising 
Writes booklets, news & finan- 
cial releases 
Young to grow with you. 
Request brochure. 
Box 135, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 


YOUR ADVERTISEMENT 
HERE WILL 
GET RESULTS 


CUTS $1.25 
Up to 5 Sq. Inches 
ZINC 
Line or halftone flush mounted. 
t Service— 

Satisfaction Guaranteed 
Larger ly Priced 
Write size of cut and screen ‘erred 
on back of copy and mail to 


WARD KAH 
Box A 87, Glendale, Calif. 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 

oppointment 
$9 E. MADISON + SUITE 1417 
1 mut. 


BIRCH 


Service, 
Inc. 


| tel could not exceed 375 lines of 
|paid space. 


OUR 76 MEMBER REPS 
GENERATE 10 MILLION 
DOLLARS WORTH OF 
BUSINESS. 
CALL ON US: 


Association of 


Publisher's Representatives 
70 East 45 St., New York 17, N. Y. 
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Miami Hotel Men 
Join Forces to 
Trim Ad Budgets 


(Continued from Page 2) 

lon, and others, tried to dominate 
one another via half-page and page 
advertisements in the resort sec- 
tions of newspapers in key cities. | 
This was augmented by hiring top| 
entertainers and paying them Las| 
Vegas salaries. | 

It was all to no avail—South 
Florida has only one commodity to | 
sell and that is weather. Without | 
sunshine, all the advertising and | 
promotional effort goes for naught. | 


® To prevent any future throat 
cutting, the conference has set up 
the following code of ethics, or 
program: 


e Members will limit their adver- 
tising in this manner: one line of 
paid advertising for every room 
up to 300 rooms; over 300 rooms, 
one-quarter of a line per room. | 
Consequently, a 280-room hotel) 
could only buy 280 lines in one) 
publication, while a 600-room ho- 


e To prevent member hotels from 
enticing visitors already here from 
moving to other hotels—via cut 
rates—all local advertising was 
eliminated from the Miami news- 
papers. However, it does not affect 
the hotels with night club rooms. 


e 14 authorized package tour op- 
erators throughout the country | 
have been accredited by the con-| 
ference, with fixed commissions | 
and rigid credit controls. 


e An intensive summer promotion | 
has been planned and money has 
been allocated to put it into effect | 


immediately. According to Mr. | 


Name Your 
Display Problem! 


Want to know the 
best way to animate 
your display? Just let 
Hankscraft engineer 
the motion for you! 
Send us a cutout 
dummy and rough 
sketch. We'll equip it 
with the most efficient 
motor for your use 
and return it with our 
price quotations. No 
obligation, of course. 


The Smiling Seal 
cleans dealer shelves, too 


A low-cost, battery-operated Hanks- 
craft motor provides the power for 
the attention-getting display Seal to 
pivot at the waist—showing shoppers 
just how Glasswax “cleans a window 
a minute.” The Seal “works” for weeks 
— on ordinary flashlight batteries! 


THE HANKSCRAFT CoO., dept. AA-5, Reedsburg, Wis. 
Sales Offices in these principal cities: CHICAGO © PHILADELPHIA ® MINNEAPOLIS 
NEW YORK @ DALLAS ® TORONTO (Ontario) © SAN FRANCISCO (Erlach Lee Co.) 


Produced by Process Displays, Minneapolis, Minn. 


LET HANKSCRAFT HELP YOU! 
Send today for your FREE Hankscraft bro- 
chure — it describes all basic models and 
their special applications plus information 
| on Hankscroft's free engineering service. 


Landsburgh, the initial 
amounts to $130,000. 


outlay 


s “We want to restrict our adver- 
tising dollars,” stated Mr. Lands- 
burgh, “and to stop this merciless 
price cutting, which hurts all of 
us. To give you an idea, since this 
has been in effect, I have been able 
to spread our advertising dollars 
into smaller cities I could not af- 
ford before.” 

On a two page insertion schedule 
he showed an ADVERTISING AGE re- 
porter were such smaller cities as 
Scranton, Nashville, Syracuse, 
Kansas City, Allentown, Hartford, 
Providence, Columbus and many 
others. 

Mr. Landsburgh also revealed 
that he recently returned from a 
tour of the country, visiting travel 
agents in cities with a population 
of over 300,000. This, he added, 
was made possible from the ad- 
vertising dollars saved. 


® Did the formation of the MBHC 
constitute a possible violation of 
the anti-trust laws? 

“Not to our knowledge,” Mr. 
Landsburgh replied. “We fail to 
see where there is a violation of 
any kind. If there was, I’m certain 
our legal counsel would have 
looked into the matter.” 


What is the status of the present 
Miami Beach Hotel Owners Assn.? 

“I couldn’t tell you anything 
about it,” he said. “It is a dormant 
organization, and some of our 
members may still be members 
of that association. I couldn’t tell 
you who is in or out.” 

Other officers of the conference 
include Robert Robinson, general 
manager of the Saxony, Ist vp; 
Jerry Sussman, Crown Hotel, 2nd 


|vp; Oscar Marcovich, Hotel Lu- 


cerne, treasurer, and Herb Robbins, 
Carillon Hotel, secretary. Burnett 
Roth, attorney and former Miami 
Beach city councilman, now oper- 
ating the Nautilus Hotel, is execu- 
tive director. + 


AAW Contest Closes May 30 

May 30 is closing date for en- 
tries in the Advertising Assn. of 
the West craft competitions, in 
which more than $4,000 m cash 
and plaques will be awarded. En- 
try blanks may still be obtained 
from AAW offices, 425 Bush St., 
San Francisco. 


‘AMA News’ Editor Named 

Jim Reed, executive editor of 
the Topeka Daily Capital, will be- 
come editor of the American Med- 
ical Assn.’s new publication, the 
AMA News (AA, March 10), ef- 
fective June 2. 


How to knock 

on the doors of 
almost 150,000 
advertising and 
marketing executives 


...FOR AS LOW AS $5 PER WEEK 


Amazing, but true — you cando it with a 
classified ad in Advertising Age. Minimum 
charge $5. Ad Age is read each week by almost 
150,000 top marketing men — men with the 
authority to buy or sell immediately as they 


see fit. Your ad gets 


Use This Space to Print or Type Your Classified Advertising Message 


fast action. Try it. 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 
My Name 
Street 
City Z___State 


Clip and mail 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Iliinois 


4041 Marlton Avenue 
Los Angeles, Calif. 
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Brown Opens Door of Frigidaire; 
D-F-S Adds Cool $6,000,000 Billing 


(Continued from Page 1) | 
in both the immediate and long- 
range point of view—was the one} 
they could place the most confi- | 
dence in. It was a very thorough 
investigation (of an agency), and 
to my knowledge, one of the most 
thorough jobs ever done.” 


s Dr. Brown’s last statement re- 
ferred to a four-page “blueprint” 
of requirements that Frigidaire 
gave to all agencies soliciting the 
account (AA, April 14, ’58). The 
blueprint outlined all the basic 
services which the company ex- 
pects from its agency, over and 
above the preparation and placing 
of advertising. 

Dr. Brown did not feel that the 
agency’s experience with Gibson 
Refrigerator Co., Greenville, Mich., 
which was handled out of D-F-S’s 
Chicago office, was a factor in the 
selection. 

D-F-S picked up Gibson in July, 
1956, and lost the account less than 
one year later to Brady Co., Apple- 
ton, Wis. (AA, May 20, ’57). Gib- 
son makes refrigerators, freezers, 
electric ranges and home and com- 
mercial air conditioners. 

It was pointed out by Dr. Brown, 
however, that the agency has han- 
dled “traffic appliances.” For ex- 
ample, Pfaff International Corp. 
(sewing machines) is a D-F-S 
client. Dancer, however, is almost 
entirely a package goods agency. 


s The selection of D-F-S caused 
some raised eyebrows on Madison 
Ave. and Michigan Ave. Although 
Dancer was known to be in the 
race to the wire, Benton & Bowles, 
Tatham-Laird and Compton Ad- 
vertising had been regarded as the 
strongest contenders. Other agen- 
cies that were being considered 
included McCann-Erickson, Grey 
Advertising Agency, Campbell- 
Ewald, D’Arcy Advertising Co. and 
Fuller & Smith & Ross. 

Frigidaire said D-F-S was select- 
ed by a company management 
team composed of Herman Leh- 
man, general manager; C. H. 
Menge, general sales manager; W. 
F. Switzer, merchandising manag- 
er, and R. C. Wright, advertising 
manager. 

Frigidaire officials reportedly 
were looking for an agency which 
would prepare a fresh, unusual and 
individualistic approach to adver- 
tising its line of appliances. The 
“sheer look” campaign created by 
Kudner Agency last year impressed 
Frigidaire, but the company did 
not capitalize on the campaign, the 
same source said. 

“The one thing that Frigidaire 
wants in its advertising is to be 
different from its chief competitors 
—General Electric, Westinghouse 
and Hotpoint,” the source said. 


McCann-Erickson’s name 


| popped up frequently in the six- 


week race for the $6,000,000 ac- 
count which began when Frigidaire 


fired Kudner (AA, March 31).| 
ADVERTISING AGE learned that Mc- | 


Cann was one of the agencies be- 
ing considered by Frigidaire, al- 
though the agency has a conflicting 
account— Westinghouse. 

Both McCann and Frigidaire 
denied officially that the agency 
was in the picture. 


s Following are some other theo- 
ries about why D-F-S got the nod: 


e Frigidaire was looking for a 
package goods agency which might 
apply package goods selling theo- 
ries to selling major appliances. 


e Frigidaire reportedly talked to 
Procter & Gamble about agencies. 
Five of the Frigidaire contenders— 
D-F-S, Compton, Tatham-Laird, 
Benton & Bowles and Grey—have 
P&G business. 


e D-F-S is strong in broadcast, 
and bills heavily in television. 


Frigidaire declined to say spe- 
cifically why Dancer was chosen, 
other than to state that it felt Dan- 
cer “could do the best job for us 
in line with the specifications that 
were established.” 

D-F-S will begin billing on the 
account on July 1 and will take 
over all billings from Kudner “by 
the end of the summer,” Frigidaire 
said. The agency will open a Day- 
ton office “as soon as possible,” 
which was one of the specifications 
in the Frigidaire blueprint. 


= D-F-S becomes the fourth agen- 
cy to handle Frigidaire in more 
than 23 years. Lord & Thomas 
landed the account in 1935 shortly 
after Geyer Advertising lost it and 
took on Kelvinator. L&T (now 
Foote, Cone & Belding) handled 
Frigidaire until August, 1955, when 
the agency was suddenly handed 
a pink slip in favor of Kudner. 

Two top agency executives, who 
worked on Frigidaire some 20 years 
ago when they were at Lord &| 
Thomas, competed against each | 
other during the recent race. They 
are Henry G. (Ted) Little, board 
chairman of Campbell-Ewald, and 
Dr. Brown of D-F-S, who will su- 
pervise the account for his agency. 

With the acquisition of Frigi- 
daire, D-F-S has added more than 
$7,500,000 in new billings so far 
this year. A month ago, the agency 
picked up $1,500,000 in Swift & 
Co. business, including Pard dog 
food, Swift’ning, Jewel shortening 
and salad oil and commercial 
shortening (AA, April 14). On the 
debit side, D-F-S lost Congoleum- 
Nairn to Keyes, Madden & Jones 
(AA, April 21). # 
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EDITORIAL SELL—Here are the covers 


ae a 16-page color section pains 


uled by Hilton Hotels for the Chicago Tribune, Los Angeles Times, 


New York Herald Tribune and N 


ew York Times for May 25. The 


insert is mostly in editorial style and features writers including Jim 
Bishop, James Beard, Amy Vanderbilt and Irv Kupcinet. Reprints, 
875,000 in all, will go to Hilton credit card holders, shareholders and 


others. Needham & Grohman 


n, New York, is the agency. 


Advertising Age, May 19, 1958 


The Un-hidden | Senate-House Unit Agrees on Bill 
Designed to Stabilize Postal Setup 


persuaders | 


ec 


LEO BURNETT CO.,INC. 


“UN-HIDDEN’—Leo Burnett Co. 

takes a crack at scare critics of ad- 

vertising in this ad scheduled for 

several advertising and manage- 
ment publications. 


Don't Spurn Sales 
‘Glamor,’ Bernstein 
Warns Newspapers 


CHIcAGco, May 13—Newspapers 
must make fuller sales use of the 
natural glamor and excitement of 
their business in order to win 
higher favor among advertisers, 
S. R. Bernstein, editorial director 
of ADVERTISING AGE, said today. 

Addressing the Newspaper Rep- 
resentatives Assn. of Chicago, Mr. 
Bernstein warned the reps: “Don’t 
be too scientific and analytical; 
don’t become the nuts-and-bolts 
medium exclusively. You need 
glamor and excitement and a bit 
more hopped-up attitude in this 
business, and you need it badly... 


s “If every newspaper salesman 
and every newspaper representa- 
tive could remember to keep that 
sparkle in his eye, that tremor of 
excitement and pride in his voice, 
whenever he talked to an adver- 
tising man or an agency man, an 
enormous change in the general 
attitude toward newspapers could 
be effected very quickly.” 

Mr. Bernstein said that this ap- 
proach, combined with a search 
for new and imaginative ideas 
and techniques for making an im- 
pression on the public, are the 
basic needs of the newspaper busi- 
ness. It will not be helped greatly, 
he said, by resolving problems in 
such areas as the local-national 
rate situation, cooperative adver- 
tising, frequency and continuity 
discounts, r.o.p. color, Sunday ver- 
sus weekday advertising and the 
value of a central placement and 
billing service for newspapers. 

“It will take something far 
more basic and more important 
than these tired old arguments to 
make advertisers look at newspa- 
pers in a new and different light,” 
he said. 


= But he foresaw that newspa- 
pers, if they sell imaginatively, 
can reach their stated goal of $5 
billion in advertising, as well as a 
50% increase in national adver- 
tising by 1965, as the economy 
rises. 

Among the favorable factors, 
he said, is that advertising vol- 
ume since the war has risen at a 
faster rate than the economy as a 
whole. 

“This acceleration of advertis- 
ing expenditures—which is a 
common and a sensible phenome- 
non in an economy which is pro- 
viding more and more goods and 
services for more and more people 
every day—will continue indefi- 
nitely,” he predicted. “About 2.5% 
of the gross national product now 
goes into advertising; there is no 
reason to believe that this figure 
will not increase, to 3% or higher, 
as it becomes more and more im- 
portant to make more and more 
sales of goods and services to 
more and more people.” # 
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| (Continued from Page 1) 

to 24%¢ on July 1, 1960. The rate | 
for controlled circulation business | 
magazines would become 12¢ a 
|pound instead of a present rate 
of 10¢ a pound for publications 


|| weighing 8 ounces or less, and 11¢ 


per pound for those in excess of 8 
ounces. 


= While the increase in second 
class rates is based on three an- 
increases of 10% each on 
reading portion and 20% on ad- 
vertising portions, after rounding 
out the figures, the ultimate in- 
crease at the end of the three steps 
actually totals about 54%. With 
the increases applied to second 
class under rate legislation which 
passed Congress in 1951, the rate 
on the advertising portions of 
newspapers and magazines would 
be exactly double the rate in effect 
before 1951. 

The plan for a 2%¢ piece rate on 
third class represents a two thirds 
increase for direct mail advertis- 
ers, and compares with a l¢ rate 
which was in effect before 1951. 

Many of the technical details of 
the compromise were still uncer- 
tain until the publication next 
week of the official version of the 
bill. However, members of the 
committee reported that a section 
of the Senate bill which would 
have provided new and somewhat 
higher rates for non-profit publica- 
tions has been killed, so that these 
periodicals, which were exempt 
from the 1951 increases, will con- 
tinue to pay prewar rates. A sim- 
ilar provision involving a %4¢ in- 
crease in the rates on direct mail 
matter used by non-profit organi- 
zations remains in the bill, but 
does not have any impact until 
July 1, 1960. The fee for third 
class permits advances from $10 
annually to $20. 


# One provision approved by the 
Senate and adopted in the confer- 
ence report, raises the weight limit 
on catalogs eligible for third class 
treatment from the historic eight 
ounces to 16 ounces. Sponsors say 
this change will be highly benefi- 
cial for publishers who have had to 
pay high parcel post rates on nine 
to 16-ounce catalogs. 

One indirect benefit of the new 
bookkeeping arrangements under 
the rate making policy which was 
included in the bill will be the 
postponement of parcel post rate 
increases currently being drafted 
at the Post Office Department for 
approval by the Interstate Com- 
merce Commission. 

After allowance has been made 
for the “public service” elements 
identified in the conference bill, 
revised computations are expected 
to show that parcel post is more 
than breaking even at this time, 
eliminating the need for a rate ad- 
justment. 


® A technical amendment which 
allows hard-covered periodicals 
like “American Heritage” to qual- 
ify for second class for the first 
time remains in the compromise 
bill, as do a number of other tech- 
nical changes which are expected 
to result in a further easing of 
postal restrictions on the kinds of 
advertisements which are mailable 
in second class periodicals. 

Many parliamentary and politi- 
cal roadblocks still obscure the ul- 
timate fate of the pay-rate bill. 
President Eisenhower is reported- 
ly disturbed by the 10% pay hike 
for postal workers, which is costly 
in itself, and a precedent for a 
similar adjustment for hundreds of 
thousands of other civil service 
employes in the other departments 
of government. 

Experts estimate that the pay ad- 


| justment for the 530,000 postal 
workers alone would cost the gov- 
ernment $257,000,000 this year. 
The President is particularly dis- 
turbed because the bill makes the 
raises retroactive to Jan. 1, 1958, a 
provision which is particularly 
distasteful at a time when budget 


ment faces an $8 to $10 billion def- 
icit for the fiscal year starting 
July 1. 


® Before the compromise reaches 
the White House, however, it must 
still survive delicate parliamentary 
situations in both houses. Since 
many of the features in the com- 
promise represent drastic changes 
in the Senate and House versions 
there have been reports that critics 
of the legislation may challenge 
the legality of the conference de- 
cisions. 

This would be particularly true, 
for example, in regard to the ef- 
fective dates of the increases for 
second and third class. While the 
compromise uses the rate proposals 
which were included in the Senate 
bill, neither the House nor the Sen- 
ate previously agreed to delay the 
first step in the series of second 
class increases until Jan. 1, 1959. 
Similarly, the House had voted for 
a 2%¢ bulk piece rate for third 
class on July 1, 1958, and the Sen- 
ate on July 1, 1959, and neither 
house authorized the July 1, 1960 
date adopted in the conference re- 
port. 

Another new section written in- 
to the bill in conference calls for a 
study by Congress of the impact of 
the initial increases in second and 


publishing and other groups of 
business mail users are hopeful 
that the results of this study will 
become available in time to induce 
Congress to reconsider the final 
increases in second and third class 
rates which would go into effect 
in 1960 and 1961. # 


Palmer Named New 
Marshall Field Head 


Cuicaco, May 14—James L. 
Palmer, onetime professor of mar- 
keting at the University of Chi- 
cago and later director of sales 
promotion for Marshall Field & 
Co., last week was named chief 
executive officer of Field’s. 

Mr. Palmer was on the staff of 
the University of Chicago’s school 
of business for 14 years, and from 
1930 to 1937 was professor of 
marketing. He also served as 
business consultant for various 
midwest companies from 1926 to 
1936. In 1936 he was consultant 
for Field’s, and the next year 
joined the store as director of 
sales promotion and research. 

He was named assistant to the 
president in 1939, vp and general 
operating manager in 1940, exec 
vp in 1946 and president in 1949. 
He retains his presidency, and re- 
places retiring Board Chairman 
Hughston M. McBain as chief ex- 
ecutive officer. Mr. Palmer, at 59, 
becomes the eighth man to head 
Field’s in its 108 years. # 


Brewer Adds Beech Aircratt 

Bruce B. Brewer & Co., Kansas 
City, Mo., has been appointed to 
handle advertising for Beech Air- 
craft Corp., Wichita, effective July 
1. The previous agency of record 
is Associated Advertising Agency, 
Wichita. 


laniri Joins Leo Burnett 

John C. Ianiri, an account ex- 
ecutive of Grey Advertising 
Agency, New York, for the past 
three and a half years, has joined 
Leo Burnett Co., Chicago, as an 
account executive. 
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Don't Rely on 
Any One Client, 
Houston Warns 


(Continued from Page 1) 
found in the general range of ten 
times the volume of their largest 
single account... 


s “This,” Mr. Houston predicted, 
“will leave the best agency talent 
largely devoted to advertisers’ 
problems rather than agency 
problems. It will avoid exposing 
agency personnel to the pressure 
of complete dependence on the 
continued good will of a single 
customer.” 


Agencies of the future, Mr. 
Houston said, “should have 
enough free money to _ enable 


them to do some pure research on 
one or more of the many narrow 
boundaries of our limited know- 
ledge.” 

He also predicted, “We _ will 
make great strides in techniques 
of evaluating advertising.” This, 
he said, “will help to solidify ad- 
vertising agency relationships.” 


® The New York agency execu- 
tive ‘also said he looks ahead “to 
an interesting time of trouble” in 
the field of agency compensation. 

“There seems to be considerable 
evidence,” he declared, “that some 
advertisers are paying commis- 
sion on talent and for packaged 
shows. This is bound to bring 
some confusion, some _ change, 
some bitterness, and, in all prob- 
ability, some mistakes. 

“Some clients,” he continued, 
“feel that they do not want to 
pay 15% commission on talent 
and know of other clients and oth- 


er agencies which forgo all part of 


the talent commission.” 


s In the main, Mr. Houston con- 
tended, an agency’s payroll should 
reflect “primarily the people that 
are necessary to the agency, not 
people that a client might like us 
to have in order to lighten his 
own payroll.” 

The most effective service that 
agencies of five or ten years in 
the future will be able to render 
their clients is advertising that 
sells, he said, “‘and this is strange- 
ly reminiscent of the most effec- 
tive services that agencies could 
render their clients five or ten 
years ago.” 

He declared that “I do not be- 
lieve that advertising of the fu- 
ture will be subliminal, or erotic, 
or so brilliantly motivational that 
it will take trained psychologists 
to detect the selling message. 

“There are more people in 
America each day of the year in- 
terested in products,” he contin- 
ued, “than there are interested in 
any other one subject, sex not ex- 
cluded. We only lose touch with 
them when we forget that our 
advertising must treat these in- 
teresting products in an interest- 
ing manner.” 


= Discussing “Tomorrow’s Chal- 
lenge,” the theme of the seminar, 
Franklin H. Graf, vp and Pacific 


' Coast manager for A. C. Nielsen 


Co., Menlo Park, urged business 
men to get their houses in order 
to handle problems which will 
stem from the inflation which, 
he said, will follow today’s “tem- 
porary” economic problems. + 


Business Press Unit Elects 

J. A. Daly, Hugh C. MacLean 
Publications, Toronto, has been 
elected president of the Business 
Newspapers Assn. of Canada. Oth- 
er officers elected are H. T. Mitch- 
ell, Mitchell Press Ltd., Vancouver, 
J. L. Craig, Maclean-Hunter Pub- 
lishing Co., Toronto, and John 
Wallace, Wallace Publishing Co., 
vps, and C. F. Fullerton, Fullerton 
Publishing Co., Toronto, treasurer. 


| 
| 


|the campaign has cut the yearly 


DuMont Station 
Group Renamed; It’s 
Now Metropolitan 


New York, May 15—DuMont, 
one of the pioneer names in tele- 
casting, is fading from the air- 
waves. 

Stockholders this week changed 
the name of the DuMont Broad- 
casting Corp. to the Metropolitan 
Broadcasting Corp., and Dr. Allen 
B. DuMont, the man after whom 
the radio-tv station operating 
company and the now defunct Du- 
Mont tv network was named, was 
replaced on the board of directors 
by David Mahoney, president of 
Good Humor Corp. 

Metropolitan operates two tv 
stations, WABD, New York, and 
WTTG, Washington, the original 
DuMont stations, and two radio 
stations, WNEW, New York, and 
WHK, Cleveland. Officials of the 
company said there are no plans 
at the moment to change the call 
letters of the New York tv station, 
which was named after Dr. Du- 
Mont. 

Dr. DuMont, whose inventions 
helped pave the way for the ad- 
vent of television, is board chair- 
man of Allen B. DuMont Labora- 
tories. The radio-tv manufacturing 
end of the business was spun off 
from the broadcasting section of 
DuMont in 1955. Since then the 
two companies have been entirely 
separate. 


Metropolitan said it was taking | 


a new name to “eliminate the ap- 
parent confusion in the minds of 
the public and press with Allen B. 
DuMont Laboratories.” # 


Ike Lauds FC&B, 
Ad Council for 
‘Smokey the Bear’ 


WASHINGTON, May 16—Foote, 
Cone & Belding, Los Angeles, and 
the Advertising Council, New 
York, have been honored by Pres- 
ident Eisenhower for the success 
of the forest fire prevention cam- 
paign more familiarly known as| 
the “Smokey the Bear” program. | 

In special ceremonies held on! 
the White House lawn, the Presi-| 
dent commended the agency for | 
its 17 years of service as volun- 
teer agency for the program since 
it began in 1942. 

Secretary of Agriculture Ezra T. 
Benson presented a gold “Smokey” 
statuette to John Sterling, council 
chairman. 

In congratulating all those who 
had worked on the campaign, Mr. 
Benson said: “We have proof that 


average of fires from 210,000 in 
1942 to 83,000 in 1957. The reduc- 
tion in acreage burned is equally 
startling—from a yearly aver- 
age of 30,000,000 acres in 1942 toa 
little more than 3,000,000 in 1957.” 


WABC Appoints Hoberman 


Ben Hoberman, who has been 
associated with the sales force of 
WXYZ-TV, ABC-owned Detroit 
station, for the past eight years, 
has been appointed general man- 
ager of WABC, New York, as of 
June 1. Mr. Hoberman replaces 
Stewart Barthelmess, who will 
announce his future plans shortly. 


Crown Zellerbach Ups Smith 

Earl C. Smith has been named 
promotion manager of the con- 
sumer products division of Crown 
Zellerbach Corp., San Francisco. 
Mr. Smith formerly was a CZ dis- 
trict sales supervisor in Southern 
California. 


Grant Names Dellinger 

Robert L. Dellinger, formerly 
vp and account supervisor of 
Grant Advertising, Hollywood, has 
been appointed vp and manager 


| also must discontinue claims that stomach acid or concentrations of it 


of Grant’s Dallas office. 


ee 
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Last Minute News Flashes Kastor, Hilton 


New Suits Hit ‘K. C. Star’ for $186,750 


Kansas City, Mo., May 16—Four new lawsuits for damages totaling | 
$186,750 were filed against the Kansas City Star in federal district 
court here May 14. Like three earlier suits for a total of $7,050,000 
filed last December (AA, Dec. 16, 57), the new suits stemmed from 
the acceptance by the daily of an anti-trust consent decree last No- 
vember. The four new plaintiffs are three theaters and an amusement 
company. 


H. K. Porter Splits Ads, PR: Schellenbach Is Ad Head 


New York, May 16—H. K. Porter Co. plans to separate its advertising 
and public relations into two departments about Sept. 1. Burton W. 
Schellenbach, formerly vp at Fuller & Smith & Ross, who joined the 
company as vp of sales in February (AA, Feb. 17), will have charge of 
advertising but will hire an advertising manager to head the ad de- 
partment. Philip C. Wallach, director of advertising and public rela- 
tions for the past four years, will head the new public and employe 
relations department. 


Thompson to Direct ‘Newsweek’ International 


New York, May 16—Harry Thompson, promotion director of News- 
week since 1955, has been named director of the magazine’s interna- 
tional editions, effective June 1. He will report to Borden R. Putnam, 
vp and executive committee chairman, who continues as over-all di- 
rector of Newsweek’s international operations. 


Pharmaceuticals Inc. to Introduce Devarex 


New York, May 16—Devarex, a new relaxant, is being distributed 
by Pharmaceuticals Inc. Claimed to relieve nervous strain, Devarex 
will sell at $2.98 for a 40-capsule bottle. Advertising, through Parkson 
Advertising, breaks in July on Pharmaceuticals Inc. tv shows and in 
newspapers and supplements. 


FTC Bans Rolaid’s ‘White Coat’ TV Ads 


WASHINGTON, May 16—The Federal Trade Commission has issued a 
consent order prohibiting American Chicle Co., Long Island City, N. Y., 
from using “white coat” tv ads implying that doctors generally recom- 
mend Rolaids as a relief for acid indigestion. FTC says the company 


can burn a hole through a cloth napkin. Ted Bates & Co., New York, 
handles the account. 


Seagram Uses Crossword Puzzle for 7 Crown 

New York, May 16—The House of Seagram today broke a cross- 
word puzzle ad for its Seagram’s 7 Crown blended whisky in 230 news- 
papers as part of its “great American vacation” program. Use of the 
puzzle, the company says, is believed to be first of its kind in a liquor 
ad. The completed puzzle is given in a 4” ad in another part of each 
newspaper. Warwick & Legler is the agency. 


Kellogg Switchboard to Miller: Other Late News 


e C. L. Miller Co., New York, has been appointed by Kellogg Switch- 
board & Supply Co., Chicago, to handle advertising and sales promo- 
tion. Kellogg is a division of International Telephone & Telegraph 
Corp. Fensholt Advertising, Chicago, is the previous agency. 


e L. H. Hartman Co. has been named to handle advertising, merchan- 
dising and sales promotion for Knickerbocker Mills Co., importer of 
spices and seasonings. Blaine-Thompson Co. formerly handled the ac- 
count. This brings to five the number of accounts shifted to Hartman 
since Herbert J. Stiefel, former B-T vp, moved over to Hartman as se-| 
nior vp (AA, April 28). Alfred E. Byra, formerly an account executive 
at B-T, also has moved to Hartman. 


e M. Michael Cerick Jr. will join Missile Design & Development May 
19 as national sales manager. He was national advertising sales manag- 
er at American Aviation Publications’ Armed Forces Management, Air 
Cargo, World Aviation Directory and Aircraft Yearbook. 


e Norton Gretzler has transferred from the Pittsburgh office of Ketch- 
um, MacLeod & Grove to New York, where he will supervise the agen- 
cy’s radio and tv activities. He replaces Edmund Anderson, who has 
resigned. Mr. Gretzler’s appointment marks the start of an expansion 
of the agency’s New York radio-tv staff. 


e Campana Sales Co., Batavia, Ill., has moved the advertising for its 
Solitair cake makeup from Grant Advertising to Fletcher D. Richards 
Inc., Chicago. The Richards agency already had Campana’s Magic 
Touch cream and Sheer Magic liquid makeup. 


e Vick Chemical Co., New York, which shifted its Sofskin hand creams 
from Morse International to Ellington & Co. in September, 1956, has 
moved the account back to Morse. The switch was made by mutual 
agreement and took place quietly some time ago. Morse plans a new 
Sofskin campaign starting in June, possibly concentrating on point of 
sale, with an estimated $400,000 annual budget. 


e Federal Trade Commission has accepted consent settlements from 
three drug companies accused of using newspaper, radio and tv adver- 
tising to misrepresent the effectiveness of arthritis and rheumatism 
medicines. They are Omega Chemical Co., Jersey City; Mentholatum 
Co., Buffalo, and American Home Products Corp., New York. Among 
other concessions, the companies agreed not to claim their products 
penetrate below the skin, or have a substantial direct effect on body 
structures underlying the area of application. 


e The $1,000,000 countersuit filed by Schick Inc. against Warwick & 
Legler in connection with the latter’s action over use of the “cotton 
test” idea (AA, May 12), was dismissed by the court on May 16. At the 
same time an order granting a permanent injunction prohibiting Schick 
from using the idea was signed by Judge J. Cullen Ganey. 


e Raymond W. Welpett has resigned as manager of WKY and WKY- 
TV, Oklahoma City, to team up with his former Oklahoma City boss, 
P. A. Sugg, at NBC in New York. Mr. Welpott will become a general 
executive in the NBC owned stations and spot sales division, now 
headed by Mr. Sugg. 


e Jack Nathanson, formerly New Jersey state manager for Seagram 
Distillers Co., has been appointed eastern division manager of Calvert 
Distillers Co. Both companies are units of the House of Seagram, New 


Is $15,000,000 
Merged Operation 


New York, May 15—Two agen- 
cies with combined billings of 
approximately $15,000,000 will 
operate as one beginning June 1, 
when Kastor, Hilton, Chesley & 
Clifford comes into existence. 

Principal officers of the new 
agency are H. Kastor Kahn, chair- 
man; Peter Hilton, president; 
Charles E. J. Clifford, vice-chair- 
man, and W. S. Chesley Jr., 
chairman of the executive com- 
mittee and treasurer. 

Lloyd G. Whitebrook will be 
exec vp; Robert L. Haag senior 
vp; Jack B. Peters, vp in charge 
of media and research, and Frank- 
lin Ferry, vp in charge of mer- 
chandising. 

Speaking for their respective 
agencies, Mr. Kahn, of Kastor, 
Farrell, Chesley & Clifford, and 
Mr. Hilton of Hilton & Riggio, 
said the agencies were joining 
forces for two reasons—“to broad- 
en and strengthen the character 
and scope of services for the bene- 
fit of present clients and, secondly, 
to accelerate the growth pattern 
already established for the two 
agencies.” 


® KFC&C was founded in 1945. 
It now has some 15 clients, of 
which three bill $1,500,000 and 
over and five are in the $500,000- 
$1,000,000 bracket. Some 80% of 
the billing is in package goods, 
more than half of it in television 
and nearly half of it in new prod- 
ucts that the agency helped to 
create and launch in the past 
three years. 

KFC&C reported its 1957 bill- 
ings to ADVERTISING AGE as $8,900,- 
000 although they are currently 
being projected at a rate several 
million dollars higher. 


® Hilton & Riggio was founded in 
1947. Louis J. Riggio left early in 
1957 to join CBS Radio as a special 
consultant on sales promotion. 
H&R, too, has specialized in the 
consumer packaged goods field, 
with emphasis on new product 
introductions. 1957 billings were 
reported to AA as $5,600,000. + 


CBS-TV Reshuffles 
Ad, PR Personnel 


New York, May 15—CBS Tele- 
vision, which now has separate di- 
visions operating for network and 
non-network activities, this week 
started re-shuffling advertising 
and public relations personnel. 

Merle S. Jones, whose CBS-TV 
stations division encompasses all 
non-network operations, appointed 
John Cowden vp in charge of sales 
promotion and advertising. Mr. 
Cowden has been operations direc- 
tor of the network’s sales promo- 
tion and advertising department 
since 1951. 

Named director of sales promo- 
tion and advertising for the new 
division was Thomas Means, for- 
merly director of promotion service 
for CBS-owned tv stations. 


® Replacing Mr. Cowden as ad- 
vertising chief for the Louis G. 
Cowan-headed network division 
will be George Bristol, who moves 
up from the pest of director of sales 
presentations. 

Charles Oppenheim will head the 
stations division publicity depart- 
ment, transferring from his post 
as director of information services 
for the tv network. 

Coming in to supervise the net- 
work’s publicity relations activities 
is Charles Steinberg, who is re- 
signing as director of press infor- 


York. 


mation for CBS Radio. # 
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Woodley Curtis Taylor Vanderburgh 


IN CANADA—Among those at the Toronto meeting of the Assn. of Canadian Advertisers 
were Harry Woodley, of Northern Electric Co.; Harry Curtis, of Canada Packers Ltd.; 
Stewart Taylor, Canadian Bank of Commerce; Bill Vanderburgh, Coca-Cola Ltd.; Hoot 


Gibson 


Ltd. 


Scorgie Milller 


Mrs. Miller 


Gibson and Al Scorgie, both of General Foods. At the right are J. C. Miller, Ford Mo- 
tor Co. of Canada; Mrs. Miller, and M. M. Schneckenburger, of the House of Seagram 


Advertising Age, May 19, 1958 


we 


Schneckenburger 


KOVR-TV Appoints Blair-TV 
Blair Television Associates, New 
York, has been appointed to rep- 


resent KOVR-TV, Stockton, Cal., | 
succeeding George P. Hollingbery 
Co. 


‘End Foolishness’; 
Ads Must Sell, 
Sackheim Urges 


(Continued from Page 3) 
(one of the institutional ads). 
“What Container Corp. of 
America is trying to accomplish | 
with this kind of advertising is a| 
mystery to me. If there ever was| 
a campaign designed to please the | 
boss, this is it. This ad ran in four 
colors. They sure must have money 
to burn.” 


e Aluminum Co. of America, 
“Well, maybe they can afford 
this kind of luxury.” 


T&T To Build Roanoke Area 
Plant With $1 Million Payroll 


>, Leap 4 Ss | eaeee 


nex 
THE PLANT wi maou! : 
elect yum tubes Io 


S Burrell A. Parka 


Another Story. Other Pieteres, © 
Page | 


e Underwood (ad showing golden 


gloves punching keys). 

“Here’s a company that ought to 
ake the gloves off its advertising 
and don the brass knuckles. Beau- 
tiful, but it does nothing to sell 
Underwood typewriters.” 


= Mr. Sackheim followed up his 
onslaught by showing an equal 
number of ads that he likes. Ex- 
amples of these: 


e Dime Savings Bank of Brooklyn 
(a crowded ad). 

“Undignified? Maybe—but prof- 
itable, I'll wager.” 


e A. E, Staley’s editorial-type ads 
for Sta Puf in the Reader’s Digest. 


e Bissell Shampoo Master. 

“The headline and pictures tell 
a story almost without further 
need for copy.” 


e “Retire in Mexico on $150 a 


month.” 


e Merriam-Webster dictionary ad. 

“Tells a lot about the proposition 
without going around Robin Hood’s 
barn,” 


e General Electric refrigerator ad. 
“Tells a complete story.” 


e Phoenix Mutual Life Insurance. 
“Has been running for years 

with slight variations and ap- 

parently does a splendid job.” 


e Also noted favorably: Premium 
ads for Lipton soups, Johnson’s 
Jubilee wax, Heinz baby foods, 


Brillo and General Mills’ Gold 
Medal flour. 
s Summarizing, Mr. Sackheim 


said: “In every good ad you'll find 
news. And there is always news in 
old products .. . News is an offer. 
Give the reader a chance to make 
a deal with you.” + 
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Site of Plant on Rt. 601 


° . Test Drilling on ary weer 


Reproduced from The 
Roanoke Times—March 28, 1958 


OUR NEWS STORY MEANS THIS TO YOU: International Tele- 
phone and Telegraph is building a multi-million dollar plant 
in the Roanoke area. This plant will employ about 250 per- 
sons with an annual payroll of $1,000,000. Because of this, 
and because many other “Blue Ribbon” industries have 
chosen to locate and operate in Roanoke, and with more to 
come, your advertising message has an ever-increasing, 
ever-interested audience with the desire and the dollars to 
buy. Your sales story in The Roanoke Times and The 
Roanoke World-News carries the trust, confidence and 
believability of the thousands of buyers who depend upon 
these great papers as their major daily shopping guides. 


an average of 81.3% 


ROANOKE IS THE UNDISPUTED CENTER 


for all business activity in an area covering 16- 
counties and over 450.000 population. The Roanoke 
Newspapers are by far your best advertising media 
profit-wise. 


“DOMINATING VIRGINIA’S GREAT 
MOUNTAIN INDUSTRIAL EMPIRE” 


Spot Color Available WASHINGTON, 
D. Cc. 


Roanoke is a “Burgoyne"’ City 


FREE DESCRIPTIVE BOOKLET: ‘‘The Beck- 
oning Land"’ gives you full details on the 
Roanoke Market. Ask your S.F.W. repre- 
sentative or write direct. 


Clarion Ledger—Jackson Daily News. . 


81.3% coverage ... plus. 


of all families living in the 24 Jackson Retail 


Trade Zone towns of 1000 or more population now read the Sunday 


* reaching 22% of all families in 34 secondary 


trade area towns with 1000 or more population. 


. weekdays even more! 
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In boom year 1955, 60 million Americans 
were employed — today, 62 million are 
employed. Yet, with 2 million more jobs, 
unemployment has increased over 1955. 
While the percentage of unemployment is 
lower today, there are still millions who 
don't have jobs. 


This is not a time for exaggerating or mini- 
mizing our temporary situation. Nor is it the 
time for us to let numbers or percentages 
measure the spirit and well-being of our 
people, or the true dimensions of America’s 
future growth. 


Since their beginning, as a counterpart of 
America’s expansion, THE HEARST NEWS- 
PAPERS have had a special interest in, and 
a warm feeling for, the American worker. 
Unless they, the great majority, experience 
a growing security and enjoy the means to 
live increasingly better lives for themselves 
and their families, America is not realizing 
the true benefits of free democracy. 


Investment for More Jobs 


With confidence in the communities they 
serve, THE HEARST NEWSPAPERS, in the 
last 36 months, have invested over $26 mil- 
lion in the continued high level of American 
productivity with the following major in- 
vestments for expansion and improvement. 


IN LOS ANGELES, $8 million was provided 
for expansion and modernization of the 
Examiner and Herald-Express. 


IN SAN ANTONIO, a $2 million expansion 
program, just completed in February, 
makes the San Antonio Light one of Amer- 
ica’s most modern newspaper plants. 


IN DETROIT, $4.5 million was invested to 
make the Detroit Times one of the most 
vibrant forces in that motor city’s commu- 
nity life. 


IN PITTSBURGH, another $3 million was 
spent for plant and equipment for our steel 
city newspaper, the Sun-Telegraph. 


IN ALBANY, one million dollars was in- 
vested in New York State's capital city news- 
paper, the Times-Union. 


IN SAN FRANCISCO, at a cost of $2.75 mil- 
lion, is the soon-to-be-completed moderni- 
zation and expansion of the Examiner, the 
parent newspaper of the Hearst group. 


IN BALTIMORE, another $5 million was set 
aside since January of this year for the 
expansion of the News-Post and American. 


IN PITTSBURGH. a new television affiliate, 
station WTAE, will go on the air in Septem- 
ber of this year. 


With particular emphasis on the needs of 
its communities, individual Hearst news- 
papers have expanded their editorial pres- 
entation. 


IN NEW YORK. for example, at a cost of one 
million dollars, the Journal-American 
added complete business and financial 
news pages with full stock and bond tables 
for the information of the ever-broadening 
number of investors in American business. 


In the local communities where Hearst 
newspapers are published, new presses 
have been installed within the last two 
years, bringing to a total of 427 the number 
of presses which print 5 million daily news- 
papers and 6.5 million on Sunday. 


Every dollar invested by American busi- 
ness in machinery, production and expan- 
sion is a dollar to create jobs, progress and 
better living for every American family. For 
it is through this investment in productivity 
that we can measure the betterment and 
security of all. 


“Confidence In A Growing 
AMERICA,” 


is a confidence entrusted to American busi- 
ness, and it is a confidence that can grow 
into the greatest prosperity the World has 
ever experienced. 


The Hearst Newspapers 


ALBANY TIMES-UNION BALTIMORE NEWS-POST AND AMERICAN BOSTON RECORD-AMERICAN AND ADVERTISER DETROIT TIMES 
LOS ANGELES EXAMINER MILWAUKEE SENTINEL NEW YORK JOURNAL-AMERICAN PITTSBURGH SUN-TELEGRAPH 
SAN ANTONIO LIGHT SAN FRANCISCO.EXAMINER SEATTLE POST-INTELLIGENCER 


LOS ANGELES HERALD-EXPRESS NEW YORK MIRROR 


SAN FRANCISCO CALL-BULLETIN 
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